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Top Next Reading 
<— Editorial Page. 


This is the position given net 
circulation figures every di y in 
the year by : 


The St. Louis Republi ic 


The net average for first Six 
months of 1894 was 


SMe 6c. willow? 53,602 
Semi-=Weekly,. . 129,582 


These figures have been checked, 

roved and verified by a search- 
ing investigation personally con- 
ducted by Mr. Chas. H. Fuller, 
President of the Chas. H. Fuller 
Advertising Agency of Chicago, 
and Mr. B. M. Holman, delegated 
by the Lord and Thom as ns 
of Chicago. : 


Ask for — 


THE REPUBLIC, 


St. Louis, Mo. 
New York Office : 


146 Times Building. 
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New England States, 
Middle States, 
Southern States. 


All these sections covered sepa- 
rately or collectively by the 
Nine Divisions of the 


.. Atlantic Coast Lists... 


ONE ORDER, 
ONE ELECTROTYPE, 
DOES THE BUSINESS. 
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N WHO HAVE ADVERTISED 
HEMSELVES INTO FAME AND 
FORTUNE, 


he New York 7imes, in an article 

yn the representative proprietary 

dicine men recently assembled in 

w York, says: ‘* ‘They were men, any 

vhom could have convinced one of 

worthlessness of gold mines as 
upared with printers’ ink. Their 
nes are more familiar to the people 
the United States than the names of 
members of the President’s Cabinet. 
ey were men who had advertised 
mselves into fame and fortune, and 
almost every one had a story as in- 
eresting as the chapter of a novel.” 
rom these various stories as printed 
in the 7imes, we gather the following 
varticulars : 

Dr. Frederick Humphreys, proprie- 

r of the Homeepathic Specifics, has 
nade from the sale of his medicines, 
luring forty years, millions of dollars 
lie came to this city in 1856, and began 
iis advertising by taking a page every 
Saturday in the city newspapers. 

]. C. Ayer left a fortune of $15,000,- 
ooo. He began life as a druggist’s 
clerk in a little store in Lowell, and in 
time saved enough money to start a 
drag store of his own. He put up 
‘Cherry Pectoral” in a small way for 
loeal sale, and it sold so well that he 
was induced to advertise it. He was 
the most successful man who ever en- 
gaged in the patent medicine business, 
and one of the first who appreciated 
the fact that advertising ‘is one of the 
most profitable investments in which a 
a man can put his money. 

C. I. Hood began business in 1870. 
Ile thinks his favorite expression, 
‘that tired feeling,” has much to do 
with his success, and explains its 
adoption in this way: ‘‘A lady came 
into my drug store at Lowell one day 
in the springtime, and said she wanted 
a bottle of my sarsaparilla, She add- 
ed: ‘I have that extreme tired feel 
ing, and I think the sarsaparilla will 


help me.’ It struck me at once that 
‘that extreme tired feeling’ ‘would 
make a great line. But it was a little 
too long, and though ‘extreme’ was 
a splendid word where it occurs, I had 
to sacrifice it.” Nobody knows how 
rich Mr. Hood is, but his friends be- 
lieve him to be, at any rate, a million- 
aire, and it is all due to sarsaparilla. 

Mr. Thomas Doliber purchased in 
1876 the exclusive right in London, to 
manufacture and sell in this country, 
Mellin’s Food. ‘The ‘* Mellin’s Food 
Babies”’ have been the strong and suc- 
cessful feature of Mr. Doliber’s adver- 
tising. 

Mr. Chas. H. Pinkham is the pro- 
prietor of the Lydia Pinkham medi- 
cines, which first became generally 
known in 1876. Liberal advertising 
without much variation in form, but 
always including Mrs. Pinkham’s pict- 
ure, seems to have produced satisfac- 
tory results. 

Mr. Alfred B. Scott, of Scott and 
Bowne, is at present supervising the 
expenditure of more than $1,000,000 
for a year’s advertising. This firm 
uses three-fourths of all the cod liver 
oil that comes to this country. Less 
than twenty years ago Mr. Scott was 
at work upon a moderate salary. The 
present business was commenced in 
1876. The story of their trade-mark is 
interesting. Some ten years ago Mr. 
Scott was seated in the office of the 
American Consul at one of the little 
seaport towns of Norway, looking into 
the details of the oil product of that 
country. Word suddenly came in that 
the largest codfish ever caught in the 
vicinity was outside. Mr. Scott went 
to view this extraordinary ‘‘ catch.” 
He saw a bronzed Norwegian bending 
over under the weight of acod. A local 
photographer was immediately hunted 
up and a picture secured. The trade- 
mark of the emulsion is an exact re- 
production of this photograph. Mr. 
Scott kept the picture some time as a 
memento. Its appropriateness, from 
the business point of view, struck him, 
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and ever since it has been used all over 
the world. 

Mr. Brent Good, proprietor of Car- 
ter’s Little Liver Pills, is a born adver- 
tiser, and has put his talent to such 
good use that he has spread the fame 
of his pills over two continents. He 
came to this city in 1856 with a capital 
of $8.40. He has become a very 
wealthy man, and the money is pour- 
ing in on him so fast that he couldn’t 
possibly spend it all. 

Dr. R. V. Pierce ‘* looks more like 
a poet,” but he has won fame and 
riches from the sale of his medicines. 
He is known as one of the shrewdest 
business men in America. He began 
advertising cautiously, but branched 
out boldly as soon as he found his 
system was a success. 

Mr. Crittenton is spending the mill- 
ions he made out of patent medicine 
in evangelistic work. 

Mr. G. ‘I’. Fulford owns Pink Pills 
for pale people. He spends about 
$500,000 a year in advertising. 

Dr. John Symonds Radway is now 
the owner of Radway’s Ready Relief. 
The name and shrewd advertising 
made the medicine a success from the 
outset, and Mr. Radway is a very rich 
man. 

Seabury & Johnson demonstrated that 
it would pay to spend $50,000 a year 
in advertising a porous plaster. 

Thos. F. Main is president of Tar- 
rant & Co. James Tarrant conducted 
an up-town drug store in this city in 
1834, at the corner of Warren and 
Greenwich Streets. At that time the 
New York Hospital was ‘‘out in the 
country,” on Duane Street. At the 
suggestion of the doctors in this insti- 
tution, he began, in 1844, to makea 
‘seltzer aperient” for them. The 
foreign waters that came over in sailing 
ships were flat and lifeless when they 
arrived, and Mr. Tarrant was told that 
his preparation would be substituted, if 
he got up the right kind. The “‘selt- 
zer aperient” pleased the hospital doc- 
tors so weil that they introduced it in 
their private practice, and the gradu- 
ates who went away from the establish 
ment to out-of-town locations, sent for 
it. ‘* Tarrant’s Seltzer Aperient ’ was 
advertised everywhere when the present 
corporation was formed, and there is 
probably not a newspaper reader in the 
country who has not at one time or an- 
other seen the peculiarly-shaped adver- 
tisement, which was first designed by 
Henry M. Billings, now retired, one of 
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the old clerks who has an interest in the 
house. Mr. Main came from England 
about thirty years ago, and entered the 
concern in 1869 as junior clerk. He was 
elected President ot the National 
Wholesale Druggists’ Association at 
the Delmonico Convention. 

Mr. A. E. Richaidson, of Wells and 
Richardson; represents Paine’s Celery 
Compound. He expends about $600,- 
000 a year in advertising. 

Mr. W. A. Gilligan represents the 
Liebig Beef Extract. The first year 
10,000 pounds were sold—last year, 
1,250,000 pounds, 


TRADE PAPERS AND THEIR AD- 
VERTISING. 


DRUG PAPERS, 


By Fohn Z. Rogers. 


Of the various classes of trade pa- 
pers, those devoted to the drug trade 
stand well up in the list as regards im- 
portance. 

They circulate among a class of men 
who are,as a class, better educated, 
probably, than those representing any 
other trade, and as they make their liv- 
ing by compounding and selling articles 
which people take into their stomachs, 
the importance of the drug papers is 
obvious. 

Aside from this the drug papers are 
large, well printed, full of matter that 
is valuable to their readers, and 
they enjoy an unusual amount of good 
advertising. 

The field of these papers is broader 
than those of other trades inasmuch as 
many cultivate not only the drug, but 
the paint and oil trade as well. 

There are over a score of these pa- 
pers in the American Newspaper Di- 
rectory, four of which are published 
in New York. 

Mr. C. N. Blackman, of the firm of 
S. H. Wetmore & Co., 242 Pearl 
street, said to me: 

‘*Of all the drug papers published 
in the United States, we consider 
Merck's Market Report and Pharma- 
ceutical Fournal and The Druggists’ 
Circular the most important.” 

‘The first-named paper is only five 
years old, but appears to have enjoyed 
a very successful existence. The latest 
issue of the American Newspaper Di- 
rectory rates its circulation as 8,934, 
which is larger than that of any other 
drug journal. This rating was made 
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nearly a yeat ago. Since then the cir- 
culation has increased considerably. 

Merck's Report, as the trade calls 

he paper, is of large folio size. It is 
i magazine, and the excellent matter 
; acccompanied by advertisements that 
re well constructed and artistically 
lisplayed. 

It is published monthly at $1.50 
per year, but with the beginning of 
the new year it will appear semi- 
monthly without additional cost to its 

eaders. ‘The advertising rates’ are 
3600 and up per page for one year. 

Merck's Report prides itself on its 

market reports, for the preparation of 
whieh it employs a large force of skilled 
and experienced correspondents, 

Mr. Randall, the advertising man- 
iger, refuses all general advertising on 
general ‘principles. He thinks they 

iould have no place in a trade paper 
ind that they interfere with the regular 
trade advertising. 

The paper allows an agent’s com- 
mission of five per cent. 

The Druggists’ Circular is now in 
its thirty-eighth year. It is published 
monthly at a subscription price of $1.50 
a year. 

‘* What circulation do you claim?” 
l asked Mr. H. J. Schnell, the assist- 
ant manager. 

‘* We claim no circulation,” was the 
reply, ‘* but we can prove by our books 
over 12,000 actual bona fide paid sub- 
scribers.” 

‘*Then you dislike the use of the 
word ‘claim’ in connection with cir- 
culation ?” 

‘Yes, Any one can make a circulation 
claim, but all cannot furnish proof.” 

And Mr. Schnell sent for his mail- 
ing list, his subscription books and 
other articles, and requested an inves- 
tigation, but I declined with thanks, 
preferring to take his word. 

Mr. Schnell said the Druggists’ 
Circular had a larger subscription list 
than all other drug papers combined. 

The Druggists’ Circular is a large, 
clean-looking sheet, of about the same 
size as Merck's Report. 

The price of one page for one year 
is also $600. 


Mr. Schnell said the advertising rates 
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Both Merck's Report and the Drug- 
gists’ Circular are devoted to retail 
druggists, 

The Oil, Paint and Drug Reporter 
cultivates the wholesale druggists and 
manufacturers and is conceded by many 
to be the representative paper of its 
kind. It is published weekly by Wm. 
O. Allison, and has been established 
twenty years. 

The firm of S. H. Wetmore & Co. 
deals in druggists’ supplies and is a 
large advertiser in the trade papers. 

Mr. C. N. Blackman, the manager, 
told me the firm had been in many of 
the trade papers, but was taking space 
now only in Merck's Report and the 
Druggists’ Circular. . 

I asked Mr. Blackman what circula- 
tions he credited these two papers with ° 
and he replied, with an air that sug- 
gested weariness of the question, ** That 
he didn’t know what their circulations 
were,” and intimated that he didn’t 
care very much either. 

** How are you influenced,” I asked, 
‘*in selecting mediums? You cer- 
tainly must be guided in some way re- 
garding circulations.” 

** We look over the papers very care- 
fully, study and compare the editorials, 
market reports and other matters, and ° 
size up the advertising and other feat- 
ures and decide on mediums on the 
theory that a good paper has a good 
circulation.” 

‘What do you think of preferred 
positions ?”” I inquired. : 
** We think so well of them that we 
won't have any other space. A good 
position ‘ cuts a great deal of ice vith 
us. We don’t want our ad on the 
fifty-second page. We want it on the: 
first page or the cover page, and we! 
are willing to pay the extra rate and! 
are satisfied that the ad is worth ‘all wes 

“le oats 
Pr left Mr. Blackman, impressed with” 
the fact that he knew a thing’ or two" 
about advertising. vowbes 


———— 
PUSHING CIRCULATION! 1" 
et 4 

The publisher of two monthly pasd 


pers having considerably over 300,009: 
circulation each, being in a communia:: 


3 at 


har 


cative mood the other day, felt! Fike: +/ 
talking upon pushing circulation. He«! 
had started from a desk-room and an 
infant paper until now he keeps fives: 
presses running all the time, and is:imic 
a fair way to make a fortane. 

As he talked PrinTERs’ INK list- 


were net, with no commission to an 
agent, and «no discount to any ad- 
vertiser. He said an advertiser re- 
cently proposed to take four pages in 
each issue for a year at twenty per 
cent off cash rates, but the offer was 
declined. 
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ened, as we knew that he was qualified 
to express an opinion and to give some 
very valuable advice to other publish- 
ers. In answer to the question, Does 
increasing circulation pay? he said: 
“*Yes, it does, although many think it 
does not. ‘True, it is about as easy to 
get an ad for a paper of 200,000 circu- 
lation as it is for 300,000, because the 
advertiser is prone to disbelieve both 
statements ; but with your 300,000 cir- 
culation you have got a more staple 
business. The advertiser gets more 
returns from your circulation than 
from the other fellow's, and he renews 
with you. : 

“During the recent financial depres- 
sion the papers of small circulation 
suffered very severely. We who had 
really built up an honest circulation 
have been doing very well indeed, and 
I can name half a dozen others who 
have not felt the hard times either. 

‘“*The advertiser who feels the neces- 
sity of retrenching will cut down the 
list of papers he has used until it re- 
tains only the mediums that have paid 
him and of whose circulation he is 
pretty well assured. He thinks that 
with six papers of large circulation he 
can cover the same territory, and cover 
it better than with forty little sheets, 
and I agree with him. 

‘*Here is really where a man bene- 
fits who has built up a.big circulation. 
His advertisers renew invariably from 
year to year, and he can count upon 
that as so much steady money, besides 
which there is always new business he 
can obtain, provided he is able to show 
satisfactory proofs that his paper cir- 
culates as he claims. 

“*T have been asked frequently if it 
pays me to advertise my papers in so 
many mediums of the same class, and 
as I pay cash for this advertising, and 
not exchange space in most instances, 
to the short-sighted man it would seem 
waste of money. It is money lost 
temporarily, but it all comes back. 
My advertisers get the benefit of it, 
and my advertisers pay me. 

“It has got to be the custom for 
publishers to buy lists of names, and 
there is a large class of people en- 
gaged in supplying these lists. A 
good list of names that has not been 
worked to death is a valuable thing, 
but it is hard to get. 

‘*Now, one firm offered me 100,000 
names last month. I felt rather sus- 
picious of the value of these names, 
and so took 10,000 and sent these 
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10,000 sample copies of the paper, in 
each of which we inclosed a subscrip- 
tion blank marked on the back with a 
certain letter so that we could trace all 
the subscriptions that came back from 
those names. ‘They proved very satis- 
factory and we purchased the rest. 

“‘The country postmasters are in- 
valuable to us in building up circula- 
tion. We make friends with them all 
by circularizing them twice a year. 1 
believe that there are fifty or sixty 
thousand of them, and we tell them 
that we will give them ten cents com- 
mission on each subscription they send 
tous. We ask them to keep this offer 
on file in their office and it is surpris- 
ing how many subscriptions they send 
us in. When a resident of a village 
or small town goes to the postmaster 
and asks him to make out a post-office 
order for fifty cents to us for a year's 
subscription, which is the usual way in 
which the money is sent, the post- 
master will make the order out for forty 
cents, keep the 10 cents, and com- 
pliment the person upen the good taste 
shown in subscribing for such a fine 
paper. Often a good part of the 
names on the lists we purchase ought 
to have been erased, the parties having 
died or moved away, or something of 
that kind. Whenever this is the case 
and a sample copy comes addressed to 
people to whom it cannot be delivered, 
the postmaster gives it to somebody 
else with a little advice as to the fine 
quality of the paper and the advis- 
ability of subscribing for a year. 

‘Advertising in other papers of the 
same class is all right if you are able 
to sell your paper cheaper than the one 
in which the ad appears, and we do 
this. Sometimes the returns are very 
good and sometimes they are not. 
From eighty dollars’ worth of adver- 
tising in one publication recencly I got 
seventy dollars’ worth of answers. 
These people we expect to keep for a 
good many years as subscribers. One 
of our papers is published at 50 cents 
and the other at twenty-five cents, and 
I state a fact when I say that I have 
got down the printing, press work, 
paper, etc., so fine that I am able to 
make money out of these circulations, 
but as I said before the whole duty of 
the far-sighted publisher is to benefit 
his advertisers. They find it out and 
stand by him.” 





ALL men who advertise are not successful; 
but, with rare exceptions, all successful men 
have been advertisers.—Portland Press, 
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Che Sun.. 


TS rays penetrate every corner of the 











great Metropolis of America. 





It is the favorite, the indispensable, the 





most trusted newspaper of the people of 


New York City. 


The Sun has gained the confidence 





of every business man of any standing in 





the commercial life of New York. That 








confidence it has deserved and we trust it 





will never lose it. 
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The proof of the pudding is in 
the eating. 

The Wasbington Evening 
Star bas averaged 44 columns 
daily of advertising so far this 
year. 

These advertisers bougbt pub= 


licity, not merely space, for The 
Star completely covers Wlasb. 
ington. $f goes into 96 2«3 
per cent of the bouses (residences 
and stores) occupied by white 
families. 

Average sworn circulation so 
far this pear 35,531. 


Rew York Representative, 
L. R. Hamersly, 
Potter Building. 
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The Christmas Number of 
«TIFE,” 
for 1894, will be issued on 


December ist. 
The forms will close on 
November 15th. 
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What an Advertisement 
IN ONE PAPER 
DID IN SIX MONTHS. 








William Johnston, the foreman of Printers’ Ink Press, a man wholly unknown 
in the trade and to newspaper publishers, in eight months secured eight hundred 
regular customers who buy printing inks of him, and pay for them cash in 
advance. All this he accomplished through the influence of an advertisement in 
Printers’ INK, although barely one-sixth of its readers ever have occasion to 
buy any inks at all. Knowing the above facts to be as stated, it would appear 
that there is no reasonable limit to the amount of advertising space that might 
be sold, with the cash accompanying every order, if a dealer in advertising could 
offer it at bed-rock prices, and agree, as Johnston does, to return the money if 
the goods are not as represented. Such an announcement in PRINTERS’ INK 
would have five possible customers out of every six readers, while Johnston has but 
one. Johnston, with the aid of this paper, performed what has always been con- 
sidered an impossibility. He has sold printing inks to people who did not know 
him and has collected his pay in advance. He has.created almost a revolution in 
the printing ink trade in less than a year, and all bya series of live advertise- 
mentsin one paper. Mr. Johnston’s advertisements have cost barely six thou- 
sand dollars. A similar amount expen led in offering advertising space for sale, 
if appearing in announcements as well constructed and as honestly expressed, 
would seem likely to sell a million dollars’ worth of advertising space in six 
months—if anybody has so much to offer at a price that is equally attractive. 





Publishers are recommended to consider these 
points. 

Two lines (classified advertisement) will be in- 
serted in Printers’ Ink from now till January rst, 
1896, for $26 or a full page for the same time for 


$5,200. Address all orders or inquiries to 


PRINTERS’ INK, 
No. 10 Spruce Street, New York. 
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ONCE A MONTH. 


To a Newspaper Publisher or other person desiring to con- 





tract for a page advertisement in PRINTERS’ INK, to be inserted 
in the last issue of each month for the year 1895, the price will 
be ($1,200) twelve hundred dollars. In consideration of such an 
order, the same advertisement will be given insertion in the last 
issue of PRINTERS’ INK for October, November and December, 
1894, free, and if from a newspaper, the ad will also be inserted 
in the American Newspaper Directory for 1895, on a page 


opposite the Directory description of the paper, 


WITHOUT ANY ADDITIONAL CHARGE. 





It should be noted that the last issue of PRINTERS’ Ink for 
November will be the Year Book issue. The Year Book will 
be a publication of about 600 pages, and is destined to become 
a permanent fixture on the desks of 20,000 people interested 
in advertising. 

It will be the privilege of the person who accepts this offer 
to furnish new copy for each and every one of the separate 
editions and publications contracted for as above, using sixteen 
different announcements, if desired. 

It will be observed that to avail himself of the full measure 


of benefit here offered, the advertiser must send in copy 


promptly ; for as fast as the issues appear that are offered free, 


the right to use them lapses, from the necessities of the case. 
To arrange details with exactness, address 


PRINTERS’ INK, 
No, 10 Spruce Street, New York. 
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THE MAN WHO 


CAN’T LEARN ANYTHING 
FROM 


PRINTERS’ INK! 
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Tuition, $2.00 per Annum, 


INCLUDING 


A New Text=-Book Each Week. 
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Designed by 
Oo, I. C. ORIGINAL IDEAS COMPANY, 
1008 Ward St., Philadelphia. 
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ARPA SASA KAA AA ASS 


TO THE PUBLISHER: 


—$500— 


If you wish to have your editor prepare a 
five-page sketch of the origin, progress and 
present importance of your publication to the 
advertisers of to-day we will insert the same 


in Printers’ Ink Year Book on the authority 


of the writer, setting the matter in long primer, 
brevier or nonpareil—leaded or solid as you 
prefer, at $100 a page, five pages for $500, 
more pages or fewer at the same rate—$100a 
page. There will be no objection to illustra- 
tions. If you use five pages or more you will 
be presented with one hundred copies of the 
Year Book without extra charge. 

An edition of 20,000 copies of the Year 
Book is already disposed of, every one of which, 
within the seven days that follow Nov. 28th, 
the date of issue, will reach the desk of some 
person interested in advertising. 

If you wish to avail yourself of this oppor- 
tunity there is no time to waste. Preparation 
of copy should be taken in hand at once. For 
further information address, 


PRINTERS’ INK YEAR BOOK, 
10 Spruce Street, N. Y. 


$ 
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A FIFTY YEAR OLD ARTICLE ON 
ADVERTISING. 


From Chambers’ Edinburgh Jour- 
nal of December 28, 1844, we reprint 
the following quaint and amusing arti- 
cle on the advertising of a half century 
ago: 

ADVERTISING AS AN ART. 

‘* Genius,” says Dr. Johnson, in the 
fortieth number of the /d/er, ‘* is shown 
only by invention, The man who first 
took advantage of the general curiosity 
that was excited by a siege or battle, to 
betray the readers of news into the 
knowledge of the shops where the best 
puffs and powder were to be sold, was 
undoubtedly a man of great sagacity 
and profound skill in the nature of 
man.” It must be a source of some 
regret to the advertising world, that 
the name of the inventor of their art 
has been hidden behind the veil of dim 
antiquity. Who wrote and published 
the first recommendation of his own 
intellectual acquirements, or of his own 
wares, cannot be ascertained; but who- 
ever he was he has found in succeeding 
ages a legion of imitators; and ‘‘ every 
man,” continues the learned doctor, 


writing three-quarters of acentury ago, 


now knows a ready method of in- 
forming the public of all that he desires 
to buy or sell, whether his wares be 
material or intellectual—whether he 
makes clothes or teaches the mathemat- 
ics—whether he be a tutor that wants 
a pupil, or a pupil that wants a tutor.” 
After saying that advertisements were 
in his day so numerous that they were 
very negligently perused, the Jdler 
adds that ‘‘the trade of advertising is 
so near to perfection that it is not easy 
to propose any improvement.” ‘lime 
has proved that in this speculation the 
doctor was much in error. 

The ‘* very numerous” collection of 
announcements which led him into 
these mistakes was doubtless displayed 
in the pages of the Public Advertiser— 
a newspaper about half the size of this 
journal, and which contained on an 
average from ten to fifteen advertise- 
ments in each number. The leading 
journal of modern times publishes on 
an average from 700 to 1,000 announce- 
ments every day, or from 208,000 to 
364,000 every year! As to the perfec- 
tion which the art was supposed to 
have attained, the best specimen of ad- 
vertising the doctor could procure was 
that of a wash-ball, which was declared 
to ‘give an exquisite edge to the 


PRINTERS’ INK. 


razor.” This, our readers will at once 
perceive, is surpassed by the most 
commonplace productions of the pres- 
ent day. ‘The vender, also, of the 
‘* beautifying fluid,” mentioned by the 
Idler, who, with a generous abhor- 
rence of ostentation, confessed that, 
though it possesses wonderful powers 
over’cutaneous disagreeables, ‘‘ it will 
not restore the bloom of fifteen toa 
lady of fifty’— would be utterly 
ashamed of his modesty had he lived to 
witness the flights of genius indulged 
in by the proprietors of modern cos- 
metics. As many persons, even of the 
present time, are as ignorant as Dr. 
Johnson was of the science of adver- 
tising, we propose to give them some 
idea of the high condition to which 
modern literary skill has brought it. 
‘The chief end and aim of advertising 
is notoriety. He, therefore, who can 
make himself most notorious is the 
best advertiser; he, in short, who takes 
care that you shall not open a public 
print without his own name and that 
of his wares staring you full in the face; 
nay, more, if you go into the street, 
that the same words shall meet you at 
every turn. Men, looking like ani- 
mated sandwiches—squeezed in as they 
are between two boards, conspicuously 
inscribed with huge invitations to 
‘*'Try Potts’ Pills” —slowly parade 
the streets. If you turn to look at the 
progress of a new building, you will 
see the boarding covered with ‘* Potts’ 
Pills.” If you make a purchase of a 
perfumer, yau will be sure to find it is 
wrapped ina paper setting forth the 
wonderful cures that have been effected 
by ‘‘ Potts’ Pills.” In short, you. seem 
condemned to be perpetually taking 
ocular doses of Potts’ Pills till you 
are as familiar with the name of Potts 
as you are with that of Newton or of 
Shakespeare. What is your case is 
nearly everybody’s, and the name of 
Potts becomes famous throughout the 
empire. ‘Thus it is that many men 
whose humble occupation would, with- 
out the art of advertising, have con- 
demned them to the darkest obscurity, 
have become notorious if not celebrated. 
No one can deny that the names of 
those very respectable blacking makers 
of High Holborn, Messrs. Day & 
Martin, are quite as well known to the 
public at large as Scott of Abbottsford 
and Wellington of Waterloo. Such 
are amongst the glories of advertising, 
when that art is vigorously carried out. 
At the same time, it must not be de. 
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nied that the importunity of advertis- 
ers sometimes gives rise to a distaste 
for their names—too much familiarity 
has bred contempt. At the next un- 
<pected view of the capital ‘‘ P,” 
hich begins the ubiquitous name of 
‘otts, you are apt to turn away your 
ead, or throw down the paper in dis- 
ust. Hence the proficient artist, when 
e finds his name getting unpopular 
’ having it too ostentatiously paraded 
-fore the public eye, insidiously clothes 
is advertisements in an apparent an- 
cdote, a paragraph of important in- 
rmation, or a piece of startling intel- 
‘gence; by which expedient he leads 
on his readers to a perusal of the vir- 
tues of the article he sells, almost in 
pite of their eyes. Thus the unwary 

e sometimes entrapped into perusing 
a description of the wonderful effects 

f a new patent medicine, by means of 
such an enticing commencement’ as— 
‘* The witty Selwyn was once heard to 
observe,” or ‘* It is related of his late 
majesty, when Duke of Clarence, that” 
—you read on, expecting some brilliant 
jeu d'esprit or amusing anecdote. 
Presently, where you ought to find the 
point of the joke or the gist of the 
story—when breathlessly anxious to 
know what Selwyn said, or what his 
majesty, when Duke of Clarence, did 
—at this precise part of the paragraph, 
the never-absent, intrusive, impudent, 
brazen capital P once more stares you 
in the face, and you are recommended 
for the ten thousand and first time, to 
‘* Try Potts’ Pills.” 

In this department of advertising 
literary resources of a high character 
are necessary ; and it must be owned 
that the English professors of the art 
are far below their American and 
French brethren in point of skill. It 
would be difficult to select from the 
English press a better specimen of the 
insidious style than one which we have 
cut out of the New York Herald, It 
purposes to give an account of : 

A City PArTy.—Two lovely girls 
met in the park in the morning, both 
elegantly dressed, both beautiful, one 
almost magnificently so, ‘‘ My dear 
Eliza,” cried one, ‘‘how do you feel 
this morning, after the dance last night 
at Madame Bonville’s party?” *‘ Very 
well; we didn’t stay late, you know. 
You seemed to enjoy yourself. By the 
way, Emma, that new dress becomes 
you, and is just the thing.” ‘‘ Oh, but 
Eliza, how well you looked, and are 
looking now ; I never saw such an al- 
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teration in any human being. You 
looked so dignified and queen-like.” 
‘* Where is the aiteration, my dear 
Emma?” said Eliza, smiling, and look- 
ing indeed transcendently lovely. 
‘* Why, it seems as if your face and 
forehead had grown larger and broad- 
er.” ‘‘ It has, my dear; and if you 
wish I will tell you a secret. I have 
entirely destroyed all the hair which 
grew down on my forehead, removed 
part of my eyebrows where they joined 
over the nose, and freed my lips from 
what threatened to be a beard.” ‘* But 
how 7—what magic has worked this 
transformation?” ‘‘ No magic at all, 
but a scientific powder prepared by Dr. 
Felix G——, and sold at Broadway.” 
The ladies parted ; and doubt not that 
Emma will avail herself of the most 
wonderful discovery which modern 
science has added to the toilet of 
beauty. 

Another specimen from the same 
print is of a more vigorous character. 
It is well known that paper-wars are 
carried on in America not in the tame, 
half-courteous style they are with us. 
There newspaper editors indulge in an 
energetic style of controversy, designed 
apparently for nothing short of mutual 
destruction. Strong feelings infer the 
use of strong expressions, and these 
come of course to be expected by the 
public when any quarrel is in the wind. 
These things being premised, our 
readers may judge of the probable at- 
tractiveness of a paragraph commenc- 
ing in the following manner : 

**You  pusillanimous scoundrel ! 
whose meanness can equal yours? 
Look at your fair young wife, with her 
bright, sunny, healthy face. T.ook at 
your own, pitted with eruptions and 
blotches. Yet you are too mean to 
give fifty cents for a cake of the great 
Italian Chemical Soap, which would 
entirely free you from them, and make 
your yellow skin clear and healthy. Go 
at once and get a cake at the sign of 
the American Eagle, No. . 
street, Brooklyn.” 

Weare inclined to dwell on this de- 
partment of the art of advertising, be- 
cause, as has been before remarked, it 
is unquestionably its highest branch. 
The reader will perhaps admire the in- 
genuity with which cosmetics are ad- 
vertised in the United States; but 
when we make him acquainted with 
the high state of the advertising art 
which has been attained in the French 
capital, the American announcements 
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will possess about the same relative 
‘ merit in his estimation as the poem of 
“Little Cock Robin” bears to 
**Childe Harold.” Advertising is in 
France an important branch of litera- 
ture, and as such we must view it. 
The literary men of Paris may be 
divided into dramatists, journalists, 
historians, men of science, poets, and 
advertisement writers. Of the latter 
are demanded ingenious inventive 
powers, an unbounded play of fancy 
and a subtility of contrivance, which 
few branches of the literary art require 
in so high a degree ; the great aim is 
to weave the various advertisements 
into the text without allowing the non- 
experienced reader to detect them. In 
the Petit Courrier des Dames, a pub- 
lication exclusively devoted to dress 
and fashicn, we have read a tale—with 
a regular plot, possessing, indeed, all 
the conditions imposed by Aristotle on 
the true epic, a beginning, a middle and 
an end—which was nothing more than 
a series of advertisements. Of this 
species of composition the following 
will afford no exaggerated notion : 

THE Lovers’ QUARREL.—On a 
lovely day in August, the gay and fas- 
cinating Julie de Balmont was reclining 
on one of those elegant fauteuils, for the 
sale of which M. Bergere (of the Bou- 
levart Italien, No. —) has made his 
warehouse so famous, when Albert 
Fatard entered her presence with more 
haste than ceremony. The truth is, 
that after having been admitted by the 
portiere, he rushed up the stairs four 
at a time—a feat which he certainly 
could not have performed had he not 
been provided with the elastic India- 
rubber braces and straps, of which the 
Brothers Brandes and Cie, of the Rue 
Montmartre (No. ——) hold the exclu- 
sive patent. The moment Julie be- 
held him she became pale and agitated, 
and had it not been for a bottle of the 
exquisite smelling salts, sold by Dr. 
Mogue at his fashionable dispensary 
in the Rue Castiglione, she assuredly 
would have fainted. Such, however, 
is the wonderful efficacy of that aston- 
ishing restorative, that Julie was pres- 
ently as composed and as calm as the 
beautiful sleeping baby, which had just 
been executed in marble for its be- 
reaved mother, by that eminent statu- 
ary, M. Cisel, whose residence is oppo- 
site to the principal entrance of Pere 
la Chaise. Not so Albert. He was 
too agitated to speak; yet, amidst all 
his emotion, he could not look upon 
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those roseate cheeks, the lily whiteness 
of that complexion, without feelings of 
the warmest admiration. These would, 
however, have been in some degree 
modified, had he known that for the 
latter Julie was partly indebted to the 
exquisite poudre des perles of M. Sa- 
von, of the Passage Vivienne (two 
doors from the Rue Neuve des Petits 
Champs). 

Albert cast a withering look on the 
fair, exclaiming, ‘‘ That bracelet—I 
mean the one you wore at Madame 
Pompadour’s last evening. Say, was 
it not the gift of my rival?” 

The lady, as if not heeding the ques- 
tion, arose from her seat, and moving 
towards a casket—a specimen of Boit- 
eur, the eminent jewel casemaker’s 
best manufacture—said with apparent 
indifference, *‘ Would you like to see 
it?” She then deliberately took the 
bijou from its depository and placed it 
in Albert’s hand. 

Two powerful emotions struggled 
for mastery in Albert’s breast—hatred 
for his rival and admiration of the mag- 
nificent bracelet. ‘‘ Yes,” he exclaimed, 
“*T see it all! In the chaste but brill- 


iant design, in the exquisite workman- 
ship, in the skillful assemblage of 


jewels, in the wonderfully artistic exe- 
cution of the chasing ; in short, in the 
unequaled ‘out ensemble of this gor- 
geous bauble, I perceive a fatal termi- 
nation to my fondest hopes.” At these 
words Albert’s agitation was so great 
that Julie could scarcely restrain her 
own sympathetic emotion. ‘' Too well 
I know,” continued the lover, still gaz- 
ing on the subject at once of his detes- 
tation and his praise, ‘‘ too well I know 
that so perfect a specimen of art could 
only have issued from the atelier of one 
individual in Paris—nay, I may add, in 
Europe. . That individual—cruel, false 
woman—has, I know, long been your 
persevering admirer. He is rich; 
worthy, I am bound to admit, for his 
wealth has been acquired by honest in- 
dustry and superior genius. Yes, 
Jaques Orfevre, of the Place de Napo- 
leon, Numero Cirique, it was who has 
laid this inestimable token of his re- 
gard at your feet, and—you have ac- 
cepted it!” The intense agony which 
Albert betrayed at this crisis could no 
longer be withstood by Julie de Bal- 
mont, and she determined to undeceive 
her afflicted lover. ‘‘ I own,” she said, 
‘that it is a present——” 

“‘Ah!” exclaimed the lover in a 
tone of despair. 
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“* And,” continued the lady, smiling 
blandly, *‘ I also acknowledge that the 
bracelet issued from the studio of that 
unrivaled artist, M. Orfevre ; but,” she 
continued affectionately, Jaying her 
hand on the lover’s arm, ‘‘it was not 
presented to me by that inimitable 
jeweler ; it was bought of him by y my 
uncle, the general, whose gift it is '” 
On hearing these words, the feelings 
of Albert can be better imagined than 
described. He offered every apology, 
and 

But we need not pursue this roman- 
tic series of advertisements any further. 
It only need be added that the lovers’ 
quarrel was settled, and that they were 
married a week after. The author, in 
describing the ceremony, acquaints his 
readers where each article of the lady’s 
attire was purchased; who made the 
gentleman’s coat; and where he 
bought his hat. The purveyor of the 
breakfast is very minutely chronicled ; 
for a caution is given regarding a rival 
confectionery, and the public are par- 
ticularly requested to copy the address. 
In short, there is scarcely a line of the 
denouement which does not contain an 
advertisement. 

Looking at this department of im- 
aginative French literature in a business 
point of view, we are told that it is de- 
cidedly the most lucrative of a notori- 
ously underpaid profession. The 
author, instead of being remunerated 
as usual by the publisher at so much 
per sheet, is paid by the parties men- 
tioned in his lucubration, according to 
a tariff bearing reference to the strength 
and force of the superlatives employed 
in naming their wares. It must be 
evident to the most innocent reader 
that in the above instance the great 
paymaster was M. Orfevre. The jew- 
eler’s warehouse in the Place Napoleon 
is the grand central piece around 
which all the other advertisements are 
grouped ; and this fact helps us to an 
explanation of the mode in which such 
compositions are written, Fictionists 
who are so fortunate as to possess the 
quality of genius, generally build up 
their works upon some great inspira- 
tion, arranging minor fancies and inci- 
dents around a leading idea, either of 
plot or of character. Advertisement- 
wrights, on thecontrary, do not depend 
on anything so capricious or uncertain 
as the workingsof mere genius. Hav- 
ing obtained a leading commission— 
one sufficiently lucrative to form the 
basis of a romantic story—from some 
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enterprising manufacturer like M. Or- 
fevre, they go round to the other 
shops in search of fresh ideas and 
more pay. By this means they realize, 
it is said, a handsome income. Sup- 
posing the writer of ‘*‘ The Lovers’ 
Quarrel” to have received only a mod- 
erate sum from each of the tradesmen 
he has named in that affecting piece de 
societe, he very likely realized about 
twice as much as Milton did for his 
** Paradise Lost.” 

After this spedimen of the advertis- 
ing powers of the Parisian /iteratt, we 
of the present day might perhaps be 
justified in expressing Dr. Johnson's 
notion, that ‘* the trade of advertising 
is so near perfection that it is not easy 
to propose any improvement.” But 
experience of the past makes us wiser 
concerning the future. Far be it from 
us, therefore, to dogmatize on this im- 
portant subject with the rashness of 
the dictatorial doctor. When we see 
the extraordinary advances which are 
daily made, not only abroad but at 
home, in the art of advertising, it 
would be presumption in us to say to 
what a pitch of perfection it may not 
even yet be brought. England, we 
must admit, despite the number of her 
advertisers, is far behind France in 
point of delicate but unmistakable innu- 
endo; but when we look around— 
when we perceive that our native ad- 
vertisers make up by perseverence what 
they want in high finish, we must admit 
that the art has made a rapid ‘‘ march” 
since the days of the J/dler, 


i A Ct See 
NEWSPAPER ETHICS. 
There are certain ethics in newspaper and 
rinting offices which few men will break, 
o self-respecting employee will give away 
office secrets. One of these secrets is the cir- 
culation of the paper. —Letter from a Con- 
necticut Publisher in Newspaperdom for 
September, 


A PAY LOCAL 
A PAY LOCAL, 

Frank Childers rushed into the office the 
other morning and ordered all his locals out 
of the 7imes-Star, giving as a reason the 
fact that trade was so good he was afraid he 
would be caught with an income tax to pay.— 
Times-Star, Sedan, Kansas. 

er 


EVERY ONE WILL AGREE TO THAT, 

Most publishers will agree, in regard to 
legal or official advertising, that it is not al- 
ways impartially ; given or out, t.—Newspaperdom. 


SAME OLD SONG. 
Advertise well! ‘tis the secret of glory. 
Stick to this principle fast as a leech ; 
Think of the names that are famous in ‘story ; $ 
Advertise well, is the lesson they teach. 
— Yonkers Gazette. 





—!{__<+ oe ______ 
Every druggist ought to advertise in his 
local paper.—/ndiana Pharmacist, 





674 


115 YEARS AGO. 


THE NEWSPAPER IN RICHARD BRINSLEY SHERI- 
DAN’S TIME, 


An Extract from The Critic; or,a Trage 
edy Kehearsed. 


Enter Servant. 


Serv. Sir Fretfui Plagiary, sir. 

Dan. ty, heave towalk up. [Z.rit Servant.] 
Now, Mrs. Dangle, Sir Fretful Plagiary is an 
author to your own taste. 

Mrs. D. \ confess he is a favorite of mine, 
because every body else abuses him, 

Snecr. Very much to the credit of your 
charity, madame, if not of your judgment, 

Dan, But egad ! he allows no merit to any 
author but himself; that’s the truth on’t— 
though he’s my friend. . 

Sneer. Never, He is as envious as an old 
maid verging on the desperation of six-and- 
thirty, and then the insidious humility with 
which he seduces you to give a free opinion 
on any of his works, can be exceeded only by 
the petulant arrogance with which he is sure 
to reject your observations, 

Dan, Very true, egad— !—though he’s my 
friend. 

Sneer. Then his affected contempt of all 
newspaper strictures; though, at the same 
time, he is the sorest man alive, and shrinks 
like scorched parchment from the fiery ordeal 
of true criticism ; yet he is so covetous of pop- 
ularity that he had rather be abused than not 
mentioned at all. 

Dan. There’s no denying it, though he is 
my friend. 

Sneer. You have read the tragedy he has 
just finished, haven't you? 

Dan. O, yes! He sent it to me yesterday. 

Sueer. Well, and you think it execrable, 
don’t you? 

Dan, Why, between ourselves, egad! I 
must own—though he’s my friend—that it is 
one of the most—he’s here !—(A side) —finished 
and admirable perform— 

Sir F. (Without). Mr. Sneer with him, 
did you say? 

Enter SIR FRETFUL PLAGIARY. 

Dan. Ah, my dear friend !—Egad !—we 
were just speaking of your tragedy. Admir- 
able, Sir Fretful, admirable ! 

Sueer. You never did anything beyond it, 
Sir Fretful—never in your life. 

Sir #, You make me extremely happy; for, 
without a compliment, my dear Sneer, there 
isn’t a man in the world whose judgment I 
value as I do yours—and Mr. Danxle’s, 

Mrs. D. They are only laughing at you, 
Sir Fretful; for it was but just now that— 

Dan. Mrs, Dangle !—Ah! Sir Fretful, you 
know Mrs. Dangle. My friend Sneer was 
rallying just now. He knows how she ad- 
mires you, and— 

Sir F. O, Lord! T am sure Mr. Sneer has 
more taste and sincerity than to—-A d——d 
double-faced fellow ! 

Dan, Yes, yes—Sneer will jest, but a better 
humor’d— 

Sir F. O! I know, 

Dan. He hasa ready turn for ridicule, his 
wit costs him nothing. 

Sir F, No, egad! orI should wonder how 
he came by it. (Aside). 

Mrs. D, Because his jest is always at the 
expense of his friend. 

Dan, But, Sir Fretful, have you sent your 
play to the managers yet? or can I be of any 
service to you ? 

Sir F. No, no, I thankyou; I believe the 
piece had sufficient recommendation with it. 
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I thank you, though—I sent it to the man- 
ager of Covent Garden Theater this morning. 

Sneer. I should have thought now that it 
might have been cast (as the actors call it) 
better at Drury Lane. 

Sir F, O,lud! no—never send a play there 
while I live. Hark ye! 

(Whispers Sneer). 

Sneer, Writes himself J —1 know he does— 

Sir F. I say nothing; I take away from no 
man’s merit—am hurt at no man's g fort- 
une. I say nothing—but this I will say 
through all my knowledge of life, | have ob- 
served, that there is not a passion so strongly 
rooted in the human heart as envy ! 

Sneer. I believe you have reasuns for what 
you say, indeed. 

Sir #. Besides, I can tell you it is not always 
so safe to leave a play in the hands of those 
who write themselves. 

Sneer, What! they may steal from them, 
eh? my dear Plagiary. 

Sir F, Steal! to be sure they may ; and, 
egad ! serve your best thoughts as gypsies do 
stolen children, disfigure them to make ’em 
pass for their own. 

Sxeer, But your present work is a sacrifice 
to Melpomene, and he, you know, never— 

Sir #, That's no security, A dext’rous 
plagiarist may do anything. Why, sir, for 
aught I know, he might take out some of the 
best things in my tragedy and put them into 
his own comedy. 

Sneer. That might be done, I dare be 
sworn. 

Sir F, And then, if such a person gives you 
the least hint or assistance, he is devilish apt 
to take the merit of the whole. 

Dan, If it succeeds, 

Sir F, Ay! but with regard to this piece, I 
think I can hit that gentleman, for I cau safely 
swear he never read it. 

Sneer. Vl tell you how you may hurt him 
more. 

Sir F, How? 

Sneer. Swear he wrote it, 

Sir F. Plague on’t now, Sneer ; I shall take 
it ill, I believe you want to take away my 
character as an author. 

Sneer, Then I am sure you ought to be very 
much obliged to me. 

Sir F. Eh !—sir! 

Dan. QO! you know he never means what 
he says. 

Sir F. Sincerely then, do you like the 
piece ? 

Sneer. Wonderfully ! 

Sir F, But come now, there must be some- 
thing that you think might be mended, eh? 
Mr. yes has nothing struck you ? 

Dan, Why faith, it is but an ungracious 
thing for the most part to—- 

Sir F. With most authors it is just so, in- 
deed; they are, in general, strangely teni- 
cious; but, for my part, | am never so wel: 
pleased as when a judicious critic points ou! 
any defect to me ; for what is the purpose «of 
showing a work to a friend if you don’t mean 
to profit by his opinion ? 

Sneer. Very true. Why then, though I 
seriously admire the piece upon the whole, 
yet there is one small objection, which, if 
you'll give me leave, I'll mention. 

Sir F, Sir, you can’t oblige me more. 

Sneer. L think it wants incident. 

Sir F. Good God!—you surprise me !— 
wants incident ? 

Sneer. Yes; Lown I think the incidents are 
too few. 

Sir F, Good God! Believe me, Mr. Sneer, 
there is no person for whose judgment I have 
a more implicit deference, but I protest to you, 
Mr. Sneer, Lam only apprehensive that the 
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incidents are too crowded. My dear Dangle, 
how does it strike you ? 

Dan. Really, I can’t agree with my friend 
Sneet. I think the plot quite sufficient ; and 
the four first acts by many degrees the best 
I ever read or saw in my life, If I might vent- 
ure to suggest anything, it is that the interest 
rather valle off in the fifth, 

Sir F. Rises, 1 believe you mean, sir. 

Dan. No; | don’t upon my word. 

Sir F. Yes, yes, you do, upon my soul ; 
ertainly don’t fall off, Il assure you ; no, no, it 
don’t fall off. 

Dan. Now, Mrs. Dangle, didn't you say it 

truck you in the same light ? 

Mrs. D, No, indeed, I did not; I did not 

2¢ a fault in any part ‘of the play from the 
b ginning to the end. 

Sir F. Upon my soul, the women are the 
best judges after all. 

Mrs D. Or if I made any objection, I am 
sure it was to nothing in the piece ; but that I 
was afraid it was, on the whole, a little too 
long. 

Sir F. Pray, madam, do you speak as toa 
duration of time, or do you mean that the 
story is tediously spun out ? 

Mrs. D. O, lud! no. I speak only with 
reference to the usual length of acting plays. 

Sir F. Then Lam very happy—very happy 
indeed—because the play is a short play, a 
remarkabie short play; I should not venture 
to differ with a lady on a point of taste ; but, 
on these occasions, the watch, you know, i is 
the critic. 

Mrs. D. Then, I suppose, it must have been 
Mr. Dangle’ s drawling manner of reading it 
to me, 

Sir F. O! if Mr. Dangle read it! that’s 
quite another affair; but I assure you, Mrs. 
Dangle, the first evening you can spare me 
three hours and a half I'll undertake to read 
you the whole from beginning toend, with the 
prologue and epilogue, and allow time for the 
music between the acts, 

Mrs. D, T hope to see it on the stage next. 

Exit. 

Dan, Well, Sir Fretful, I wish you may be 
able to get rid as easily of the newspaper criti- 
cisms as you do of ours, 

Sir F. he newspapers !—sir, they are the 
most villainous—licentious—abominable—in- 
fernal—not that ever read them—no; I 
make it a rule never to look into a newspaper. 

Dan. You are quite right, for it certainly 
must hurt an author of delicate feelings to see 
the liberties they take. 

Sir F. No, quite the contrary ; their abuse 
is, in fact, the best panegyric ; I like it of all 
things. Au author's reputation is only in 
danger from their support. 

Sneer. Why, that’s true, and that attack 
now on you the other day— 

Sir F.—What Where? 

Dan. Ay! you mean in a paper of Thurs- 
Cav ; it was completely ill-natured, to be sure. 

Sir F. O! So much the better; ha! ha! 
ha!—I wouldn’t have it otherwise. 

Dan, Certainly, ** is only to be laughed at, 


or— 

Sir F, You don’t happen to recollect what 
the fellow said, do you? 

Sueer. Pray, Dangle, Sir Fretful seems a 
little anxious— 

Sir F, O, lud, no! anxious 
least—I—but one may as well hear, you 


not I—not the 


know. 

Dan. Sneer, do you recollect ? 
—s 

Sneer. 1 will. (To Dangle). 
remember perfectly. 

Sir F. Well, and pray now; not that it 
signifies, what might the gentleman say ? 


- ike out 
stde). 
Yes. yes, I 


Sneer, Why, he foundly asserts that you 
have not the slightest invention or original 
gehius whatever, though you are the greatest 
traducer of all other authors living. 

Sir F. Ha, ha, ha! very good. 

Sneer. That as to comedy, you have not 
one idea of your own, he believes, even in 
your common-place book, where stray jokes 
and pilfered witticisms are kept with as much 
method as the ledger of the lost and stolen 
office. 

Sir F, Ha, ha, ha! very pleasant ! 

Sneer, Nay, that you are so unlucky as not 
to have the skill even to stea/ with tuiste ; but 
that you glean from the refuse of obscure 
volumes, where more judicious plagiarisis 
have been before you, so that the body of your 
work is a composition of dregs and sediments, 
like a bad tav ern’s worst wine. 

Sir F. Ha, ba! 

Saeer. In your more serious efforts, he says, 
your bombast would be less intolerable, if the 
thoughts were ever suited to the expression, 
but the homeliness of the sentiment stares 
through the fantastic incumbrance of - its 
language, like a clown in one of the new uni- 
forms, 

Sir F. Ha, ha! 

Sneer, That your occasional tropes and 
flowers suit the general coarseness of your 
style, as tambour sprigs would a ground of 
linsey-woolsey, while your imitations of Shake- 
speare resemble the mimicry of Falstaff's page, 
and are about as near the standard of the 
original, 

Sir * Hal 

Sneer. in short, that even the finest 
passages you stealare of no service to you, 
for the poverty of your own language pre- 
vents their assimilating ; so that they lie on 
the surface like lumps of marl on a barren 
moor, encumbering what it is not in their 
power to fertilize. 

Sir F. (After great agitation.) Now, 
another person would be vex’d at this, 

Sneer. Oh! but I wouldn't have told you, 
only to divert you. 

Sir F. Lknow it. Iam diverted; ha, ha, 
ha !—ha!—not the least invention! ha, ha, ha! 
very good, very good. 

Sneer. Yes—no genius! ha! ha! ha! 

Dan, A severe rogue! ha! ha! ha! but you 
are quite right, Sir Fretful, never to read such 
nonsense, 

Sir i‘ To be sure—for if there is anything 
to one’ $ praise, it is a foolish vanity to be grat- 
ified at it; and if it is abuse—why, one is al- 
ways sure to hear of it from some d——d good- 
natured friend or other! 

+e 

IF the newspapers could be held resp: nsible 
for the swindling operations that are made 
possible by plausibly constructed acvertise- 
ments in their columns there would be less 
money lost thanthereisnow. Itis lamentable 
that there are publishers who will put any- 
thing in their paper when pay is offered in ad- 
vance or when they are reasonably sure that 
the money will be forthcoming when the bill 
is presented, if it hasan element of seeming 
honesty about it, knowing well that the inten- 
tion is to swindle their readers. There isn’ta 
publisher of experience anywhere who cannot 
tell at a glance what is honest and what is not 
in this particular, and they ought to be made 
to suffer for the wrongs inflicted on the poor 
dupes through their agency. — Delawa:e 
County (Pa.) Advocate. 

= ee 


THE man who lost his head should advertise 
for it, adding : “It is of no use except to the 
owner.” —Smith and Gray's Monthly. 
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One of the most frequent excuses offered in 
lieu of a contract to the advertising solicitor 
is something after this style: ‘* Well, you 
see, our house is a very old one, founded many 
years ago, and we blew our horn all that was 
necessary at thattime. We advertised then 
extensively, and now that we have become 
established and everybody knows us we think 
money spent in advertising would be a need- 
less expenditure.” An advertising man who 
had listened to some such talk not long ago 
saidin reply: *‘* I would like to ask you if 
you pay much attention to politics?’’ ‘ Yes, 
to acertain extent,”’ was the response. ‘‘ Well, 
do you not consider theelection of a governor 
in the State of New York an event of national 
importance, or at least of national interest?” 
Receiving an affirmative reply, he asked: 
“*Can you readily recall to your mind the con- 
testantsin the race for the governorship in 
this State, say, twenty-five years ago?’’ The 
inquired-of studied a moment and said he 
would have to give itup. Twenty-five years 
ago he could have answered the question at 
once, but in the constant change of events 
and issues the names of the contestants had 
gone from his memory. He saw the point.— 
inland Printer. 

+e 


Tue science of newspaper advertising, for 
such it is, has been best developed and 
brought to its present position by advertising 
agencies. Through them the volume of 
general newspaper advertising has been great- 
ly increased, for it is a fact easily susceptible 
of proof, that many large advertisers would 
not spend anything like the amount of money 
they now do in advertising if it were not for 
the agency system, through which the small 
details of making contracts, checking work, 
settling accounts, etc., are taken care of, 
The agents, moreover, largely protect news- 
papers from loss of collection. By dealing 
with responsible and reputable agencies, 
thousands of dollars are saved to the newspa- 
pers annually, such agents assuming all obli- 
gations with the publisher, and pay the pub- 
lisher for his service whether they get pay or 
not.—A. D. Hosterman. 


SHOPKEEPERs are not taking any big risks 
in these young and tender days of business 
revival. A store on Broadway has just filled 
its winduws with specimens of a new ware, 
and each piece has its price tag. Yet you 
can't tell the price of a single article unless 
you go into the store and ask for it, for every 
tag is carefully turned so that its figures are 
hidden, ‘here is much knowledge of human 
nature shown in this little scheme, for whether 
it arouses an aimless curiosity or leaves the pos- 
sible purchaser unsatisfied on the question of 
cost, it brings people into the store. And 
then; well, there’s a whole brigade of clever 
salespeople within, enlisted under the banner 
with the strange device, ‘* Get the people in; 
we'll do the rest.” —N, Y. Sun. 


+r 


Ir the druggist would take a portion of the 
time he now devotes to bewailing his lot and 
wondering how he can get old-time prices for 
patent medicines, and devote it to a study of 
advertising, he would, if experience is any 
criterion, soon find his position not quite so 
lamentable as he believed it. The druggist is 
too prone to incase himself within a profes- 
sional reserve, and expect people to come to 
him without direct solicitation. If he is tobe 
a merchant, he must pursue mercantile tactics, 
and one of the most successful of these is ad- 
vertising.—Pharmaceutical Era, 
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STATEMENTs of truth and fact are the most 
important factors in the science of modern ad- 
vertising. Sup; a reputable merchant, 
who, by truthful advertising, has gained the 
confidence of the public, offers any article at 
a special price, the newspaper reader knows 
the facts are as stated. It makes no differ- 
ence whether the articles advertised are 
‘bargains’? or not. The mere announce- 
ment by the merchant, through the columns 
of the newspapers, is a guarantee to the cus- 
tomer.—Denver Times-Sun. 

<> 

A Cincinnati man describes for a reporter 
of the Enguirer, of that city, a novel sight 
he saw recently ata mill devoted to making 
pine tree pulp. “‘I was invited to select a 
tree, which I did, and it was cut down for me 
in the morning. I watched it during the day 
undergoing the various processes of paper- 
making, and at six o'clock that evening the 
tree was paper. At midnight a portion of it 
was sufficiently dry to be taken to a printing 
office and a few of the copies of the next 
morning’s paper were printed on this prod- 
uct.”’"—J/nland Printer. 





Severat of the self-ordained authorities on 
the correct methods of newspaper advertising 
adopt the plan of pointing out to advertisers 
the ways of to advertise—taking the nega- 
tive position by submitting specimen ‘‘tads”’ 
which they advise you not to imitate. We 
think the practice of helping along to the cor- 
rect solution of business-bringing announce- 
ments preferable to the preaching against 
methods which are wrong.—Clothier and 
Furnisher. 


ee 





Tue business man and the writer of adver- 
tisements must both remember that a good 
advertisement sets forth facts that the buyer 
needs to know in an agreeable manner. So 
what the advertiser needs to think of is, 
‘‘What are the facts that a buyer requires to 
know about my goods?’ And what the ad- 
vertisement writer needs to think of is, **How 
can I state these facts in a way to command 
respect, as well as attention?’ — London 
Fame. 


Tue best way for the advertiser who has not 
the talent in his own office, and who has not 
the time himself to prepare his advertising 
matter, is to communicate with an experinced 
writer of advertising matter, asking for speci- 
mens of his work and terms. If what hesends 
is satisfactory, let him proceed, and allow him 
to prepare one or two advertisements in the 
style you require, But remember that you 
need to use the writer—not Jet him use you. 
Give him the bit, and there is no knowing 
where he will take you.—London Fame. 

a ee 

Possisty the most startling and extra- 
ordinary advertisement that ever went into 
legitimate channels is the following, appearing 
recently in some of the French papers: 





“Bones of a superior quality from 
some of the leading cem.teries. a- 
terial of the first-class order. Address, 
for particulars and prices, X.”’ 








It was found upon following this up that the 


advertiser offered for sale a vast quantity of 
human bones exhumed from the battlefields 
of the late Turkish and Russian war, and that 
he had secured permission from these govern- 
ments to make what use he wished of the re- 
mains of the soldiers killed during their 
struggle.—/'Ailadelphia Times. 
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SOME FRESH CHESTNUTS. 


It is a pity that advertising, like kissing, 
should ever go by favor, The merchant is 
under no obligation to advertise in or support 
his local paper. How absurd it would to 
go into a grocery store and | “You are 
doing a noble work, and should sustained ; 
gimme a pound of sugar.”” Advertising, like 
everything else, should stand squarely on its 
own merits,— / ‘alley m. H.) Record. 


IF. 


Numbers considered, if there were as much 
rains and energy in the newspaper business 
as among the agents, its future would indeed 
e brighter ; and when it comes to honesty, 
honors are at least easy. That I am right 
is provec by the fact that nearly every jour- 
nal of large circulation and extensive business 
is to-day transacting, pleasantly and profit- 
a business with nearly if not quite all of 
he leading agents.— Vadias (Tex.) Farm & 
Ranch 





- 

THERE are several ways torun a newspaper, 
but | must say the best way is told in the fol- 
lowing: A Western editor once invited cor- 

respondence as to the best way to conduct his 
aper, and the man who hit the nail squarely 
on the head replied anonymously, on a postal 
card: ‘*Run it as you d——d please.” 
vease’s Anoka Union, 





> 


Tue Debs crowd boycotted the Chicago 
Tr thune, but when Mr. Howard, Debs’ licu- 
tenant, lost his red leather pocket-book con- 
taining forty railroad passes, including a pass 
over Mr. Pullman's hated cars, he had to go 
tothe boycotted 7)zéune to advertise the lost 


property.—New Vork Advertiser. 
be aie ices 
Tue successful business house is one with a 


steady and established trade. Keep before 
the public with seasonable bargains, Keep 
aclean store, and have the window or front 
displays particularly attractive, Put price 
sigs on all window goods, and always have a 
few articles there cheaper than other stores. 
I don't mean by this to run a cut-rate store, 
but I do consider it good policy to select some 
particular articles that are every-day sellers 
and mark at a close profit. —/rom 4 ge. 
——— +o 

Tue development of the modern newspaper 
has done more for public enlightenment gen- 
erally than any other means of diffusing 
knowledge. It has occurred simultaneously 
with the spread of education, to which it 
owes itsimpulse. The readers of newspapers 
now comprise practically the whole popula- 
tion, for illiteracy, proportionately trifling in 
this’ country, is fast passing away altogether. 
Hence the opportunity for advertising busi- 
ness furnished by a great newspaper is one of 
the most valuable features of our advanced 
civilization.—New ork Sun. 
|e 

ENGLIsuH people are wate to find out why 
the American magazines have so much larger 
circulation in England than any of theirown, 
The answer is obvious—they are so much bet- 
ter, But why are they so much better? Mr. 
Besant has probably discovered one reasun 
when he says: ‘* lhe English editor does too 
many other things”? [possibly his salary 

makes this necessary]; ‘tin the States, the 
editor always a man of proved ability- is 
engaged to give his whole time sall his thoughts, 
all his ability, to the conduct of his paper.”’"— 
Citic. 
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In perusing the editorials of our exchanges 
for months, we have seen nothing that bears 
the earmarks of a paid advertisement.—Dad/es 
(Ore.) Chronicle. 


ADVERTISING has become an interesting 
feature of some newspapers. In other news- 
papers it still savors of hayseed. Is your ad- 
vertising of the “ up-to-date’ kind ?—Pitts- 
bu gh Bulletin. 


a. 

THE man who doesn’t hang out his shingle 
and advertise, dies and leaves no sign, The 
right kind of eyes for business men is adver- 
tise, Puffsin the newspapershelp many mer- 
chants to “‘ raise the wind. Texas Siftings. 

—_——e > 

Ir takes a rich man to draw a check, a pret- 
ty girl to draw attention, a horse to draw a 
cart, a porous plaster to draw the skin, a tuper 
to draw a cork, a free lunch to draw a crowd, 
and an advertisement in a newspaper to draw 
trade.—Beaver Valley Tribune. 

——__ +o+—____ 

Wuen the breeze dies out take to the oars, 
When business languishes push it. The best 
advertising does not consist of windalone. It 
has strength and power, It will propel your 
craft into the harbor of prosperity against 4 
verse tides and over dangerous shoals,— 
nona (Minn.) Herald. 

In St. Louis there are about 200 advertising 

solicitors —for newspapers, sign boards, theater 
programmes and various and sundry other 
schemes of more or less value—and they area 
hale, hearty and healthy set of fellows, to say 
the least, and when they go after a man he 
had just as well surrender.—St. Louis Chron- 
icle. 





>) 

Even the restaurant people are gettting on 
to modern “bargain counter” advertising. 
Witness this: 


DINNER AT A BARGAIN! 
GREAT ONE-HALF OFF SALE. 


Eat all you want and pay cashier just 
one-half the amount punched on your 
ticket. 








This on a prominent street in Minneapolis, 


A RETIRING newspaper man gives this phil- 
osophical reason for quitting the business: 
A child is born, the doctor in attendance gets 
$10, the editor notes it and gets o; it is 
christened, the minister gets $4, the editor 
writes it up and gets oo; it marries, the min- 
ister gets another fee, the editor gets a piece 
of cake or 000; in a course of time it dies, the 
doctor gets from $5 to $10, the minister gets 
another $4, the undertaker gets $25 to $50— 
the editor publishes it and receives oooo—an 
the privilege of running free of charge a card 
of thanks.—Z.xchange. 

————E 

One important thing which manufacturers 
and others should remember is that they 
should advertise to get customers. Millers 
frequently advertise in journals which go to 
millers ; insurance companies in papers which 
circulate chiefly among imsurance men, and 
manufacturers in periodicals which circulate 
principally among manufacturers, etc. Neither 
of these accomplishes the object in view, be- 
cause they reach, principally, readers in their 
own line of business—competitors, not cus- 
tomers, An advertiser should place his an- 
nouncement where it will reach the men who 
purchase his wares,—A merican Druggist, 
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““Wuat business is your young friend in 
now ?”’ 

“ Literary.” 

“* What is his specialty id 

** Songs for soap.” —Newark (N. ¥.) Times. 


> 


“He wouldn’t have done in the circulation 

departine at,”’ said the business manager. 
“Whom are you thinking of?” inquired 

the editor. 

“* George Washington,”’ was the reply. 

el 

Who hath wormy dried apples: who hath 
fiy sviled ginghams: who hath calicos made 

“befo’ de war:”’ who hath stale baking pow- 
der without end? He that knoweth not the 
way of the printer. ‘he man whoadvertiseth 
not.—£ xchange. 


> 


““T wisH we "d get a good story from the 
Chinese war,” said the telegraph editor. 

_ Hugh! !’? snorted the advertising solicitor. 
‘* T wish we had a war between two rival bak- 
ing powder companies. That’s the kind of 
a bloody conflict I’d like to see.”"—Xansas 
City World. 


yw 
+-+> 





ProFressor OF JouRNALIsM—If you were 
called upon to report a dog fight, what would 
be your governing consideration 3 

Class—To increase the sporting circulation 
without driving away the religious readers. 

Professor— How is this to be accomplisiied ? 

Class—By deploring the brutality of the 
exhibition and then describing it.—JBoston 
Transcript. 


Ir is natural enough in these days of lofty 
buildingsand elevated railroads, when so many 
people look down upon things,”’ said an ob 
server, *‘ for men to have their signs painted 
upon the tops of their wagons; the only won- 
der is that more don’t; but there can be no 
doubt of the up-to-dateness of the painter 
who has his sign painted upon the under side 
of his swinging scaffolds, to catch the eye of 
people looking up from below.” —¥. V. Sun. 

—_—__ +o. —- 

Let us offer a suggestion to vane brewers for 
the better advertisement of their products. 
Hang on all the town drunkards a ,Placard 
which says, ** Loaded with our goods.”’ This 
method is used by many manufacturers on 
their wagons and railrvad cars, and is con- 
sidered good advertising.—Xeflector. 

——— +o ——__ 

A sMALL store on Third avenue, New York, 
has a tank in the window, and in it swims a 
turtle with “Smoke the Padrone Cigar’ 
painted on the sliell,— 7odacco, 

——__ +o 

Mr. C. De Vos, Coopersville, | Mich., claims 
that “An Advertising Psalm” in Pxinters’ 
Ink, September 26th, credited tothe Boot and 
Shoe Recorder, was composed by him and 
first published as a ready-made ad in the 
American Advertiser, Chicago. 

Ir anybody thinks it is just fun and noth- 
ing else to run even so small a paper as this 
let him come and buy us out. ‘his paper be- 
gan without assets and has nearly held her 
own. Ifthe goodly number who promised to 
pay for their paper would only do so, we 
could pay what we owe, and have enough left 
to go fishing. Alas! we believe that the fish 
are perfectly safe if we wait until that time.— 
Red Wing (Minn.) Methodist. 
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He’s cutting coupons all the day 
(Much pleasanter than cutting capers), 
And yet he is not rich, they say— 
He cuts them from the daily papers. 
—Judge. 


THE man who tries to advertise 
With printers’ ink consistent, 
One word must learn nor from it turn, 
And that one word’s persistent. 
—The Weekly Journalist. 
a ee 
THE merchant who grumbles and sighs, 
And turns up the white of his eighs 
In sorrow and pique 
Because trade’s very wique, 
Is the fellow who won’t advertighs! 
— Exchange. 





He never takes the papers, for he isn’t a be- 
liever 
In the news and the sensations of the day ; 
That’s why they put his business in the hands 
of a receiver, 
And his creditors are hauling him away ! 
— tlanta Constitution, 


Ou no, we never advertised ; we thought we 
knew it ail, 
Till biz’ness took’ a sudden slump an’ pushed 
us to the wall ; 
An’ now we're knockin’ 
hopes unrealized, 
An’ all because we knew so much—we never 
advertised, 
—Carpet and L astern Trade Review. 
= i atl 
Advertise ery rata business is waning. 
oe tee spend freest must win in the 


‘round the world, our 


Up - be doing! No need for complain- 


ng; 
Act fo yourself, and be your own friend. 


Advertise well! All lanes have a turning; 
Nothing pays better than paper and ink, 
Thousands who daily this motto are spuruin< 
Find that it brings them to bankruptcy’s 
brink. 
— Yonkers Gazette. 
o 


Brcker—I see by the posters that Foot- 
lights, the tragedian, travels under his wife’s 
management. 

Decker—So do most men, but they don't 
advertise it.— Memphis Scimitar. 


Classified Advertisements. 


Advertisements under this head, twolines ~t 7 
ates display, 25 cents a line. Must be 
d in one week in advance. 


WANTS 
Ger HOUSEKEEPING. Ads. 


GooP HOUSEKEEPING. Ads. 
QONBE AMS, FOR THE LITTLE FOLKS. 


ps ST. NICHOLAS — MAGAZINE wants your 
attention, and ceserves 1 

Gis Novelt, Co., Port | fe Mich., want 

 mfrs.’ samples, and prices on quick sellers 

\ 7 ANTED—Small half-tone cuts. Send proofs 
and prices. DUPORT, North Elm St., West. 

field, Mass. 

yo agents wanted in eve 
Paper men preferred. RUSSE 


town. News- 
1% Elm St., 
New 
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ETTERS bought, sold or exchanged 
L to rent, tall’ kin either sex. Covers 
ERS’ LETTER BUREAU, 447 6th Ave., N. Y. 


\ ORE newspaper men to rmen to know the saving of 
4 time, labor and money caused by the prep- 
aration of copy on the Remington Typewriter. 
327 Broadway. 1 ew York. 


C LASSIFIED advertisements will be accepted 

(without 2 for the Year Bor issue of 
PRINTERS’ INK vember 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 


W ANTED —A self-reliant, original young man 
to write advertisements forenoons and 
canvass eet must a beats wm gy 
revious aoe necessary kly 
begin with. Address DESMOND DUNNE CO., 
Eagle Building, Brooklyn, N. Y. 


W ANTED—AIl advertisers who use religious 
or family 

dianapolis, Ind., i 
print and mail 75,000 copies of Decembe 

sue, and each month thereafter. Rates, 60 cents 
per agate line, with discounts. Write for full 
particulars to J. HENRY RIGOUR, Manager, 11 
Abbect Building, Indianapolis, Iud 


T isn’t my fault that [ can write effective busi- 
ness literature—ads, lets, circulars. Was 
born with the affliction, and it’sincurable. Nat 
urally, | meet with success as advertising man- 
wer for advertiser or periodical. Haveoutgrown 
present position. Want to get into big; er field. 
Don’t answer unless you have use 
ent, and can offer “promising” opening. ” CA- 
PACITY,” care ee Ink. 


PREMIUMS. 


) R catalogue has the best premiums. HOME 
( BOOK COMPANY, 42 Worth St., NewYork. 
’ [BE best way to judge of ART IN ADVERTIS- 
ING is to send a ‘aa and read it for a 
year. 80 Fifth Ave., NY 
i NICHOLAS ead his twenty-first birth- 
y so successfully that the first edition of 
the p= A number is all sold. 
] | OLIDAY BOOKS—If you want to use holiday 
books or books of any kind as premiums, 
send to OGILVIE, the publisher, 57 Rose St., New 
York, for particulars. 
CLASSIFIED advertisements will be accepted 
(without display) for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 


ADVERTISING NOVELTIES. 
GUNBEAMS, FOR THE LITTLE FOLKS. 
Nw + eee rates invariable in ST. NICH 


I 7 OR booming any! business or a Sub- 
stantial. NAT. ACC’T FILE CO., Fremont, O. 
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ILLPOSTERS — The Donaldson Guide con- 
tains the name and address of qvery bill- 
re Oe Oe ieon eee » 

0. W.H. DONALDSON, C Cincinnati, O. 


LASSIFIED advertisements will be acce accepted 
(without display) for the Year Book issue of 
INTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 
GAMPLES and circulars—any kind—distrib- 
uted through an organized resident force of 
6,000 members. Reach eve po. Small cost 
at results. Particulars addressing AM. 
‘O-OPERATIVE ADV. CO., 447 6th Ave , N. Y. 


SUPPLIES. 


’ AN BIBBER’S 
Printers’ Rollers. 


yA for cans. BRUCE & COOK, 190 Water 
, New Y 


| Nag henge pei supplies business when noth- 
4 ing else will. 





ST. NICHOLAS, 


1 0, 000 GOOD envelopes, with card printed, 
$10. SHRYOCK, Zanesville, Ohio. 
ULLEST paper on earth. ART IN ADVER- 
TISING. 80 Fifth Ave., N.Y. Send for a copy. 
7 EW ERA job press ; Gordon movement ; ¢ di 
inder distr. J. M. JONES &CO. ,Palmyra,N. 
waa PAPER is printed with ink manufact- 
ured by the W. D. WILSON PRINTING i! 
CO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buye ers. 


IRCULAR letters reprodt .-~ Ky £ addresses 


inserted $7.59 
| it from genuine. naan —~w “G. P. vax 
YE, Masonic Temple, Chicago. 


paren. DEALERS-— M. i 2 Co., 45 
k St., N. Y., sell every kind of paper 

used by printers ‘and publishers at lowest prices. 

Full line quality of Printers’ Ink. 

BEtzERt than typewritten letters—100,000 fac 
simile letters, size aoe rinted in your 

own handwriting, + oor ini paper, $35. 

LANDON PTG. Co., Columbus, — 

E LECTROTYPE CABINETS. Advertisers use 

4 shew, to store cuts. Dust-tight and cain 


roof. arious sizes. Price lists 
EBER WELLS, 157 William St., New Your. 


LASSIFIED advertisements will be accepted 
(without tsi Nov for the Year Book issue of 
NTERS’ November 28) at 25 cents a line, 

Book of about 600 pages 


ition ran- 
teed 20,000 copies. _— 


39 cE = s Pays for a good revolving rubber 
“eye nts 


= Hh months, 
ears from ne Paid ” ena” ee Raed. Dt. 
MALLETT, 78 Reade St. ey bey 


C48 you think of a Better ad than a 


nal 
letter mailed to m whom you 
want to reach! 5,000 copies ofa te letter, on linen 
paper, rip separately, Cmte pone | folded 





po the purpose of inviting 
f Advertising Novelties, likely to benefit 

reader as well as advertiser, 4 lines will in- 

serted under this head once for one dollar. 


( ‘LASSIFIED advertisements will be accepted 
. without display) for the Year Book issue of 
PRINTERS’ InK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies 
a 
SPECIAL WRITING. 
7OULD you like ads! Try my “ed. c2%. 
W and they will come It’s confidential. G. 
T. HAMMOND, Newport, R. I. 


((UASSIFI ED advertisements will be accepted 

(without d leplay) for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 


——_ +o - 
BILLPOSTING AND DISTRIBUTING. 
A®t IN ADVERTISING. 80 Fifth Ave., N. Y. 


R. 4 


JOHNSTON, N, advertising distributor. 
1531 Franklin Ave., St. Louis, Mo. 


— et ene : 

about a cent eac md for sam ‘ 

KING, 87 William St., N. Y. aties ade 
ao ad 

BOOKS. 


1,000 cies cain BRos atte ny 


LD books bought and sok aad sold. Send stamp for 
1 Address CRAWFORD, 312 North 
7th St., St. Louis, Mor 


6é GQ MALL TALK ABOUT BUSINESS!” A 
 banker’s business iness helps for men & women. 


ce SMALL TALK ABOUT BUSINESS” ph 4 

pce to Spence safety. Pa’ —— ., cloth 
7c. Our catchy bookle et tells about tt id mailed 
free. FREMONT PUBLISHING Co., eat. oO. 


A age He SIGNALS, a manual of mag 

ints for general advertisers, » by 
mail, 50 cents. ress PRINTEKS’ Ink, 10 
Spruce St., New York. 


‘\LASSIFIED advertisements will be accepted 
4 by C lay) for the Year Book issue of 


INTERS’ am r 28) at 25 cents a line. 
Book of about, 60 pages. First edition guaran- 


teed 20,000 copies. 
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ADVERTISERS’ GUIDE. Mailed on receipt of 
stamp. STANLEY DAY, New Market, N. J. 


ARDWARE DEALER’S MAGAZINE, aa 
for adv. rates and copy. 78 Reade St., N. Y. 


If COVER the State of Indiana, 13 leading dai 
FRANK 8. GRAY, 12 Tribune Bldg., N.Y. 


Tee orgs ‘AND JEY Geen 96 Maiden 
P good for 
candid ebvenian sers, 
AN} advertising im PRINTERS’ INK 
e D amount of $10 is entitled to receive 
the paper for one year. 
OMINION News paper List (60 week] 
Sworn ——- thon 338 CANADA RADY 





Am DVERTISERS oa 10 cents per line ; circu- 
000. Best medium on earth. CRIPE’S 
COMMERCIAL REPORTER, Marion, Ind. 
ie 7h PRINTS—All sizes ; —— low prices ; varied 
Crd ews service. Me aa 
PRINTING “COMPA NY, ib Vandewater St., N. Y. 


——: supscription seas season wes ew povantiy 
id n 4 
imen 4 ART IN ADvETisiNG co Co. 80 aot iv + 


Me METROPOLITAN AND RURAL HOME, 
N.Y., an cultural and family journal, is- 
sues over 500, a It pays advertisers. 


‘[3E HEARTHSTONE, 285 Broadway, N. Y. 

Largest d-in-advance circulation & any 
— in the United States. Send for 
tes and sample copy. 


DVERTISING in newspap newspapers of | * ppt. - 
* means “ BUSINESS.” For 
a a A. FRANK RICHARDSON, Tribune 
Bidg., sts > Barger. of ber of Commerce, Chicago. 


CLASS advertisements will be accepted 
Ci erithout i, jay) for the Year Book issue of 
poy 28) at 25 cents a line. 

Book of of Seale 


First edi 
teed 20,000 co 


&é ye 

Beli. is cepted to a FLORAL Mac- 
AZINE. The publisher 125,000 circula- 
tion each month. Advertising om office. 517 Temple 
Court, New York City. C.E. C. E. ELLIS, Manager. 


Co nonat, Pans with December issue, the Na- 
TIONAL PRESBYTERIAN will prove its circula- 
tion. Remember, 75,000 each —-= eh 1 

6 cents per line, with discoun 

ddress J. HENRY Tiaovies 4 


tion guaran- 


r is a hustler for orders.” —J. J. 





ager, ll ‘Abt 


RATERNITY PAPERS 1 am special agent for 
all the official and leadi: ng pe rs of the va 
rious fraternal orders. One a time, in 
will cost Rates fur- 
of a. Royal A 
snipes oP of wa a and all oth. 
ecard. GEO 


Special Ages, ee We nak 14th St.. N. Y. 





MISCELLA NEOUS. 
Ss" NICHOLAS. 


Gor HOUSEKEEPING. Excellent. 
G OOD HOUSEKEEPING. Excellent. 
QGUNBEAMS, FOR THE LITTLE FOLKS. 


ESD phot ph an 30c. and receive 15 dia- 
mond phi Ww. *TOMPKING, Brockport,N.Y. 


Saat cabinet photograph an d 35c. and receive 
+ “~eeaen photos. G. FAIRFIELD, Wind 


rh Cure never fails to cure. 


Lf pwns Persian Co: 
M. COFIN, 332 W. 5ist 


Send for free sample. 


Ne 


Tee ee. “The “ Perfect” stenograph- 

chair. Good for — men Other spe- 

quite on favorable term ice Help;” 

free. BLACKMER BROS. & CO., P. 41 E. Indiana 
St., Chicago, Ill. 


, Au. 


PRINTERS’ INK, 


ADVERTISING MEDIA. 
i YANE, Boston, Mass., 60,000 monthly. 


URING subscription | og ~~ he = 4 
mailed on @ 


D lication, Rest 0 
cash. ART IN "ADVERT RTISING, 80 fo Fitth 4 xY. Y. 


Oh ea ae The sample bo box, 30c.; boxes of 50, 

75c., 9e., $1, $1.50, $2 and $2. 50. Manufact- 
urers’ “——% Stamps teken. “CIGARS,” Box 
27, Lititz, Pa 


Pane ommend in newspaper cases and all 

stal matters. Daily or weekly lists of 

nowit admitte d papers furnished. ._ 
HAYNES, Loan & Trust Bldg., Washington, D. C. 


C¥Gwritnont a ebvertisemants will be accepted 
J aaa display) for the Year Book issue of 
RS’ INK (November 28) at 25 cents a line. 
hes ge — about 600 pages. First edition guaran- 
teed 20,000 copies. 
GENDING o out samples of goods is not always 
possible ; the best substitute for this Earpons 
is an illustrated catalogue, but the catalo; 
should be handsome to be profitable. Fort is 
mn THE LOTUS PRESS, 140 W. 23d St., N. Y. 
ty 


Crs silver-plated clock is like Johnston’s inks 

—sold on its merits. We have no free sam- 
ples; we gave up the sample business some time 
ago. Toseea clock wil) cost 75 cents, but you 
will own it and it will ornament your desk and 
be of service to you. H. D. PHE LP "8S, Ansonia,Ct. 


- 
ADDRESSES AND ADDRESSING. 
Ss" NICHOLAS. 


RT IN ADVERTISING. ~e a a free spec- 
imen copy. 80 Fifth Ave., 


CENTS gets our sub. list ; ae paper 
5 1,600 names DEMOCRAT, ‘Albion, Ind. ’ 


Sher 7 DONALDSON GUIDE contains the address 
very orera house manager and every 
billposter in os: United States and Canada. 
Price, 3300. W.H. DONALDSON, Cincinnati, O. 


(CLASSIFIED advertisements will be accepted 

(without display) for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 


YERSONS who have facilities for bringing ad- 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 4 lines, under this head once for one dollar. 
Cash with order. 


cticenenacigsonieiassidlideitinetneicieionts 
STREET CAR ADVERTISING. 
J OHNSON’S figures are never beaten. 
e 


A J. JOHNSON, 261 Broadway, New York City 

. 

\V BITE TO FERREE, First National Bank 
Bidg., Hoboken, N. J. 


7OR_ Street Car - Advertising, everywhere 
GEO. W. LEWISCO., Girard Bidg., Phil’a, Pa. 


vated railways New York, 
bE cars everywhere. Rates 
sketches free. COHN BROS., Temple Court, 
Cr without advertisements will be accepted 
(without display) for the Year Book issue of 
NTERS’ INK (November 28) at 25 cents a line. 
oer of about 600 pages. First edition guaran- 
teed 20,000 copies. 


TO LET. 
y=. Roston. Space. 
ADVERTISING space in ST, NICHOLAS. 
G OOD HOUSEKEEPING. 8 


pace. 
H. P. HUBBARD, Megr., 38 Times Bldg., N.Y. 


G°gP Be BOveeeESr Ins. Spa 
Xo. ARD, D, Mer. ' 38° Times Bidg., N.Y. 


RT IN ADVERTISING Sample copies sat 
free during October. 80 Fifth Ave., N. Y. Ci 


‘LASSIFIED advertisements will be anaes 

) (without dis’ lay) for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies, 





PRINTERS’ INK. 


ADVERTISING AGENCIES. 
{ LL indorse ST. NICHOLAS. 


 UNBEAMS, FOR THE LITTLE FOLKS. 
\ GENCIES know GOOD HOUSEKEEPING. 
\ GENCIES know GOOD HOUSEKEEPING. 


5 HO. 8. KRANTZ, 5 special ac severtaing agent for 
(i'N’Y. dailies. 100 W. ut N. Y. 


Dr “TEARS experience in r newspaper advertis- 
LAS ing. GEO Ow. PLACE, 52 paper ads N. Y. 


10¢ LEADING dailies, circ. 6,000,000; $9 rate. 
FLETCHER ADV. AGENCY, Cleveland,O. 


[iS F = wish to advertise anything wane 
— time, write to the GEO. P ROWELL 
\DV. ERTISING CO., 10 , 10 Spruce St., New York. 


| po Nr TTLLLAM or Advertising Agency, 
HiCKSs, proprietor, 
32 Nassau St., New York. 


| F you think aavertisin costs money, just 

think again. Doesn’t it bring more money— 
if done the right way! We'd like to tell you our 
vay. Will you write to ust DODD’S AGENCY, 


Boston. 


( ‘LASSIFIED advertisements will be accepted 

(without display) for the Year Book issue of 
PR INTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
te ed 20,000 copies. 


[Hs INTER-STATE ADVERTISING AGENCY, 

Kansas City, Mo., offers general advertisers 
a good service on reasonable terms for Western 
publications. We prove our work. If you wish 
to enter this field, write to us. 


7; kind of advertising that pays the adver 
tiser is the only kind that Dodd's Agency, of 
Boston, believes in. He tries to make all that 
comes to him that kind, and usually succeeds. 
That’s natural, because he has been learning how 
twenty-nine years. It only costs a portage stamp 
to learn what Dodd’s Agency can do for you. 
cali daatatiniae 
FOR SALE. 


A DVERTISING space in ST. NICHOLAS. 


M AKES home baPPy ART IN ADVERTISING. 
80 Fifth Ave. 


ad for two novelty rialties 

B » DODGE, Manchester, N Na H. 

81 BUYS 4 lines 50,000 copies proven. 

e WOMAN’s WORK, Athens, Ga 

FoR SALE—A three-horse-power Mather elec- 
tric 


Guaranteed to be in perfect 
condition. ~~ cheap for cash. DEMO- 
CRAT, Waverly, N. Y 


6< pet cheap ne plant complete, in 
¥Y running order. Consists of double cylin- 
der Hoe press, Brown f 
shafting, ete. ; $1,600 cash 
Printers’ Ink. 
C* UASSIFIED advertisements will be accepted 
(without display) for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 First edition guaran- 
teed 20,000 copies. 
N EWSPAPER FOR SALE—A good Republican 
4 newspaper poet in a live Indiana town, do- 
nee business of $3,500 a year, at a great bargain. 
stablished 15 years, power presses, engine and 
€ everything complete ; ; $2,000 cash and good 
notes will 4 it if offered soon. Address “€ 14,” 
LORD & THOMAS, Chicago, Ill. 


NEWSPAPER INSURANCE. 


NSURE present and future business by using 
ST. NICHOLAS. 


[HE YANK, Boston, Mees.. wards off business 
death. 60,000 month 


LASSIFIED pe will be accepted 
(without display) for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran 
teed 20,000 copies. 


A. B. 


eo engine. boi 
Write “WRIGGINS,” 


PRINTERS. 
V AN BIBEEES 
Printers’ Rollers. 


Pome: ¢. of the highest quality ; 

nt. We (3 resswork on int- 
ers’ Ink and Munse ine. Is oan eee 
done! FERRIS BR s., S090 Peart it., N. ¥. City. 


ILLUSTRATORS AND ILLUSTRATIONS, 
S"- NICHOLAS. 





Fo ye oe 
10 Spruce 8t., N. Y. 
Soup TYPE talks inGOOD HOUSEKEEPING. 

Illustrated ads show excellent. 
S42 TYPE talks in GOOD HOUSEKFEFING. 
ustrated ads show excellent. 
as Sew, sample copy of ART - povunts 
S*ix 90 Fifth po New York City 
#.. ate D features for ne 
HARPER ILLUSTRATING 8 
RAWINGS and designs f J, for advertising and 
illustrations. KE, L 7 Warren St., N.Y. 


ANDSOME Supinndioase and — for mag- 


Re ug btn lies ond ge _— — wintiog, 5° 
PRN ILLUSTRATING CO of cute’ tre. z 2 


A®, u 08 date sketch. Som Something fresh. neat, 
ag Ten outline ‘drawings, 
A clover est uld 


prove your ad. 
WILLIAMS, L Loan & Bidg., Wash., bc. 


((LASSIFIED advertisements will be accepted 
4 ated display) ne oi the Year Book issue of 

PRINTERS’ INK i “penny r 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 2: ,000 copies. 


ig are the ad man ina large d 
jepartment store = us your address. We 
i pre ee ae you aie 

ou. 4 
R ILLUSTRATING 33 SYNDICATE, pik, 


oan MASTERPIECES is the finest rosette 
Po ae een sheet on _ market. Elegant 


for Christ: 
trade. 
, AX- 


H. SENIOR & CO. 





a phate y 


goods or 


can surely mores you 
as a8 





advertising as 
le an 

TEL & CA 

ADVERTISEMENT 'T CONSTRUCTORS. 


BP*- Ads. 


r for 

agents for fall ‘ona alice 
rices for stamp. R 
Y CO., Holyoke, Mass. 





Gt NICHOLAS. 


NE=AT, sensible ads made ; modem 
R. L. CURRAN, P. O. Box 2208, N. Y 


DVERTISEMENTS written in aoe. i 
the eye eve — Cat. written 
and electros furnished. SMIT 


ston, 


j TM. a He 2115 West Norris St., Philadel- 
phia, Pa. Expert critic of advertisements; 
17 years’ ae -rience ; charges moderate. Write 
for partic’ 
V E have turned out more ads and better ones 
than any other house in the business. WM. 
JOHNSTON, Manager Ink Press, 10 
Spruce St., New York. 


ow RTISING —I have made aspecialt, 
wha bs business-bringing advts. 

iefly small primers & circulars that 
pon economically. WRIIER, Box 1975, Boston. 


iy ERTISEMENT constructors of good stand- 
can_arran with us for their fine 

print. 4 “Trade . 

nary werk, but if 

gant we can be a 

will be as advan 

us. THE LOTUS P. 

— 


a 


nters’ 


of writ- 
ae —— 


advertising generat S -»- proves 
profitable. I write and illustrate ads for news- 
papers, maj red etc. I write and illustrate 
car signs. ples of work fora stamp. W. W. 
BRETT, %61 ‘Broadway, N N.Y, 
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Yr advertisements ll be accepted 
e — Book issue of 
Book of about 600 First edition guaran: 
of yu pages. m guaran- 
teed 20,000 copies. 


ENERAL pa aie engin A that I_ mean 

an ou io one regular : ap sotadl apes, 
unique, anythiag requiring spec 

aad the use of exclusive ideas. For 

such ads I ut $5 each, nh, ale | 

though vometimes I — to charge 'm ore. I 

neve a number of BATES.Va f this kind of WK A 

HARLES AUSTIN BA ES. Vanderbilt Bldg., N. 


1 ey ADVERTISING—The cost of space 
4 in the leading magazines makes the matter 
of “copy” very ‘important A quarter page in 6 
=—— Shee omy one time costs well on to $500 
rtant item. Better spend $10 to make 
itef effect That is about what I charge for pre- 
pany Oh "quarter pag Ps Sh sad illustration ; a4 
or $20 for a ha! repege C 
SUSTIN BATES, Pyanderbilt 1 Building, N 


V THENI understand your our wares ies and the 
nature of the mediums you’re going into, 
Iam confident I can mix the catchy quali jes in 
a@ manner to make an effective Don’t expect 
a ad — you give ey ‘of pointers to 

wet on. I can’t e bricks straw—can’ 
+ ad unless you furnish facts to go 
into vit ‘ell me —— os want and J’J] rurnish 
RO, Box 63, Station W, 

Beookl; yn, Ny 


I WRITE good ads. As or business has its 
specialist, I am a_specia at grocer. 

wholesale or retail ; 

ness as buyer and salesman gi 

pees the idea ; 5 years at practical adver- 
it bg pes gives sy thestyle. Asa starter 

I will write 6 grocery ads for $5. Check with or- 

der. If not Tre EY will ag. or refund. 

Try a week’s supply. GEO. L. MITCHELL, 14 

North Fifth St., a” 


LLUSTRATED ADVERTISEMENTS—The right 
4 aeee — illustrations and designs often do 
ing an advertisement attract- 


y_ ads, 
17 years in the grocery busi: 
ves me the cue for 


in — a proper blending of art with advertis- 

isdesired. Write to me ane 8s if you want 
attractive, artistic advertisin HA AUS- 
TIN BATES, Vanderbilt Building, N. Y. 


6é eae grows where is no pleasure taken.” 

so! And that is one reason whythe 

rofits derived from a catalo; 
y the style of its “ get up.” 


ie are governed 
n ordinary cata- 
t—a h 


PRINTERS’ INK. 


ELECTROTYPES. 


EAD head list temporarily suspended 
D IN ADVERTISING. $0 Fifth Ave.,N. Y. 


| bed you are an advertiser ge get Craske’s prices on 
electros. Work and prices the best. You 

can ask Johnston, of Printers’ Ink. Address 

CHAS. CRASKE, 45 & 47 Kose St., New York. 


r|.HE best ad can be ‘spoiled by a poor printer. 
We display ads so Baggaphor nde lu a e sous: 
t . 


STON, Printers’ Ink Press, 10 Sprece Sen NY 


( ‘LASSIFIED advertisements will be mune 

(withont display) for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 cents a line 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 


YICTURES talk. 5,000 subjects to select from 
at 2% centseach. Any single column cut for 
a dollar. State your be ~~_~) and —_ — 
for sample sheet. Use Pp pone el 
= med you CHICAGO PHO 8) ENGRAVIN 
Madison St., Chicago. 


WE E saahe electrotypes fore es and 
ral advertisers a Our pal 
all metal cut is more durable - saves mo 
stage than any other make. Our facilities 
enable us to fill la and small orders at a low 
rate. WM. T. BARNUM & CO., New Haven, Conn. 


ELLUTYPE is preferred by advertisers oa 
/ cause it is 10 per cent cheaper than othe 
wood or metal base cuts; it is so light for —A--md 
purpeses you save the ‘cost of cut. Prints on 
wood as well as a special cut die. Celluty 
and oolneyps me machinery manufactured by the 
J.F.W N CO., Baltimore, Md., U.S. A. 


AkT 


nt 








NEWSPAPERS 
ano PERIODICALS. 


Advertisements ender this phend, two lines or more 
without or bladk faced , 25 ome a line With dis- 
play or ype the 
50 cents a ye Mat be 
in one week in advance. 


CALIFORNIA. 


OS ANGELES TIMES leads in Southern Cali- 
4 fornia. Sworn circulation 14,000 daily. 


CONNECTICUT. 

















logue will an ordinary pro’ 
catal “ps may handsomely ; and this same 
reason! applies to oom other printing that, 
like a catalogue, he place of a represent- 
——, Style is as Seacenaed in advertising as in 
pee appearance, and every business man 
nows that a slovenly representative is unpror- 
table KN Pa THE LOTUS 
PRESS, 140 yw. 


EDICAL ADVERTISING—I Rape mate —_ 
thing of a spec 73 medi 8, circu 
pone Partly because there is 

Sane work in this line and partly 

use I like he study of medicine and know 

panne about it. I write common sense ads, 
which are technically correct, and I know of a 


its. For - eo ——— I 

Hyg oe Do -_ mo. bording 
volv ARLES “A AUSTIL 

BATES, Vanderbilt Building. No ¥. 


yb ig CIRCULARS—I have been flatteringly 
successful in the prepsration of circulars 
— nace ae and manufacturers to send to their 
rade—circular letters, folders, booklets, ete. 
They are important, and can made to pay 
every time, are right. In sending 
out such matter it costs so much for printing 
and pont ~ is really “extravagant econ- 
* not y a good writer, either to pre- 
the bodvmny ——. or to revise and criti- 
Such work varies so much that it is 
uote definite yao 
lar, and $15 to fora 

Lemar 4 correct. Send for A and 

‘<a AUSTIN BATES, Vanderbilt 


omy 


T akon UNION, 
gzeport, C can. 
Daily, 7: ». ly 3,500. 
Western Connecticut nee covered by the 
L. Moses, New Yor! 
Vanderbilt Bldg. THE 
CO., Bridgeport, Conn. 


THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD 


Every nook and corner in the mee State is 
covered by them. Be special trains and by pony 
expresses these two papers are delivered Sunday 
morning all over Connecticut. Special editions 
are sent into owe — » New Haven, Meriden, 
Danbury and A 
Combined circulation, 80,000, 150,000 Readers. 


THE HARTFORD TIMES. 


Representative, 620 
"GNION PUBLISHING 











WILL O. Burr, Publisher. 
RuFvs H. Jackson, Bus. Manager. 
Daily— 12,500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


PERRY LUKENS, Jr., New York Representative, 
73 Tribune Building. 





PRINTERS’ INK. 


ww TIMES: Hartford, co 


GEORGIA. 
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Ison daly. 


G RAND RAPIDS DEMOCRAT, the 
3 per in Michigan, outside Detroit. 


MINNESOTA. 


N | INNEAPOLIS: TIDENDE has the 





cir- 





1 0), 00 Lavine Isso has i . That is what 
reac. B farmersof Ua. 
BRATTON Co., 441 equitable Bde Atlanta, Ga. 


INDIANA. 
The Big Weekly of the West. 


The AMERICAN TRIBUNE, of Indianapolis, Ind., 
is the largest WEEKLY published in indiana. 


sé l yar be woozy,” but enter_a contract in 
the modernized NATIONAL PRESBYTERIAN. 
75,000 proved ; 60 cents agate line. Get in before 
the rates advance in. J. HENRY RIGOUR, 
Manager, 11 Abbett Building Indianapolis, Ind. 


IOWA. 


( UALITY as well as quantity are important 

onsiderations for an advertiser. THE 
TELEGRAPH, Dubuque, Iowa, is of the best and 
largest of any paper in Eastern and Northern 
lowa. The best advertisers use it 


KENTUCKY. 


QTocK FARM, Lexington, the ace 
authority on trotting horse matters. 




















MERICAN BAPTIST. Louisville. Est. 1879. 79. Best 
A adv. medium among colored people in South. 


MAINE. 


BANGOR COMMERCIAL. 








J. P. Bass & Co. 0.5 Publishers, Bangor, Me. 


Daily average, nearly 5,000 copies. 


Weekly average, over 16,000 copies. 


PERRY LUKENS, Jr., New York Representative, 
73 Tribune Building. 


MASSACHUSETTS. 


W ONDERFUL !—Send 10c. to FRANK HARRI- 

SON, Boston, Mass.,and see what you will get. 

EW BEDFORD (Mass.) JOURNAL. Daily aver- 

4 age over 4,000. member us when placing 
ads in Southeastern Massachusetts. 


A LIVE: newspaper, filled with bright, readable 
advertisements of wide-awake business men. 
The ENTERPRISE, Brockton. Specimen copy free. 


MICHIGAN. 


p= SUNS, 118,000 weekly. 




















I UCHANAN, Mich., is booming. Every citi- 
zen reads the RECORD 


DE STROIT SUNS, LLLUSTRATED and SUNDAY, 
circulation, 118,000, are profitable mediums. 


40. 000 eens nah CIRCULATION rnd 


ine. Sample cqpies 
root of circulation free. 
“ONCE A MONT D 
et Oy ILLUSTRATED SUN, weekly. 
UNDAY SUN. . Adv 











ETROIT, MICH. 

» 2A, office, biz tom: 
ple Court, New York City. Books a press- 
room always open to a of advertisers 
or their representativ 
JREScLts— woes where you will get pay- 

ing returns. Advertisers are well pleased 
with the ILLUSTRATED and SUNDAY SUNS, 
Detroit, Mich. Advertising office, 517 Temple 


< 
Court, dew York City. Write for full particu- 
lars. Circulation, 118,000 weekly. 





of Norw 
Pad he aon og any egian- paper 


The Housekeeper, 
Circulation, Pays Advertisers. 


128,000 
ULUTH. 
Population to-day, 75, 
The most prosperous city in S the country. 
THE NEWS TRIBUNE 
IS ITS ONLY MORNING NEWSPAPER. 
Published every ‘day in the year. It is the 
leading and largest circulated newspaper at the 
head of the lakes. 
PERRY LUKENS, JR., Easte 
73 Tribune Building, N, 


MISSOURI. 


I 2 EACH doctors — MEDICAL FORTNIGHTLY 
does it best. 1006 Olive, St. Lo 
I te FROLD DES GLAUBENS, St. — Mo. Est. 
41 1850. Circulation 33,000. Brings results. 
ipa HOME CIRCLE, St. Louis, Mo., is the best 
advertising medium in the West 

caplee each month. 50c. per agate line Estab- 
lished in 1880. 





Minneapolis, 
Minn. 





34 ee 








MONTA NA. 
NACONDA STANDARD. Circulation three 
times greater than that of any — daily 
or Sunday paper in Montana : 1,000 copies daily. 
NEBRASKA. 
igen desiring to club with a Ge! 


rman 

paper will lease address FREIE 

PRE: $sk, Line. »In, Neb. ‘o publishers only 65c. 
8 pages, les free. 


per year, less 
NEVADA. 


MVHE bys COURIER, Genoa. Six pages. 
All home print. Leads in Nevada. 


























NEW JERSEY. 
THE EVENING JOURNAL, 


JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find (fT PAYS! 


NEW YORK. 


ST. NICHOLAS. 
K 














[PEACE your ads in the COUNSELOR, Rouse’s 
Pvint, N. Y. 





i trial lines 25c. in Watertown (N. Y.) 
HERALD—30,000 readers. 
Ts LADIES’ WORLD 
wes Map 
Will interest you. 
8. H. MOORE & CO. Publishers, 
New York, will send it, —_— er 
with s om estimate on your advertisement. 
Low! CIRCULATION LARGE! 


THE THE CARTOONS inTEXAS 


SIFTINGS 
printeo in COLORS 
On and after October 27. 
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pay So to = THE 
CHRISTIAN ADVOCATE, New 


PRINTERS’ INK. 


PENNSYLVANIA. 





').HE NATIONAL PROVISIO: nee of the 
meat « provision industries, 284 Pear! St. 2N.Y. 


A COMPARISON__—_——~ 
Dusting 1898 the New York EVENING 
PO contained 25 per cent more cash 

advertising than any other evening 
r in New York, a visible concession 

- superior value as an advertising 
jum. 


REDUCED To 10c. 


GODEYS 


BIG INCREASE OF CIRCULATION. 
Present Rates, Ze. per line. 
Send for rate card giving discounts. 
THE GODEY COMPANY, NEW YORK. 


The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 


Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies. 
Wiuiam L, MiLter, Advertising Manager, 
110 Fifth Ave., New York. 


WINTER RESORTS. 


The best mediums in Albany through 
which to reach the class that patron- 
izes Winter Resorts, are the 


Daily Press & Knickerbocker 


SUNDAY PRESS. 


Delivered at more Homes than all the othcr 
Albany papers combined. 














RATES ON APPLICATION. 


THE PRESS COMPANY, Albany, N.Y. 
OHIO. 


T= TOLEDO EVENING NEWS leads its com- 
petitors in local circulation—11,000 daily. 

| Ry cire’n of any Prohibition paper in 

nation: BEACON AND NEw ER, Springfield, O. 

| pAZTON MORNING TIMES and EVENING 
NEWS. Combined circulation 14,000 daily. 

= OUNGSTOWN VINDICATOR, 7,800 —,) 5,200 
weekly. Leading newspaper in Eastern Ohio. 

HE DONALDSON GUIDE, consulted daily by 

—— Lager pont showmen, theatrical man- 

agers, acto ormers. For ratesaddress 
H’ DONALDS iN, "Cincinnatt, 0. 

rT HE TRI-STATE GROCER visits the 

Fy mercha: 


write ¥ TRESTATE 


OKLAHOMA. 


ys GUTHRIE DAILY LEADER, the leadin, 

morning paper in the Territory, accepts a 
vertising with the distinct and positive guar- 
antee that it has double the paid circulation of 
any Ly? published in Oklahoma. F. B. 
Lucas, A y Maer. 























ers and 
t in it, it will oon te 

are not in it, it w ou 

GROCER CO., L pay, oO. 








SSireulat sage ropoy has the largest 
paper. 








.DUCATION. ar TRDEPER DENT, school w’kly. 
EDINBORO PUB. CO., Edinboro » Pa. 
30, 000 WELL-TO-DO intelligent people, 
who ap; soem a good thing w 
they — it, read the TER TIMES every even- 
ing. ALLASE & SPROUL. Chester, Pa. 


[ STELLIGENCEN—Damr and WEEKLY, 
Doyl P 





Rowell’s Directory. Always 
th loaders 4 


e ers. 
Always best mediums for 
advertisers’ purposes. 


SOUTH CAROLINA. 


T= records of the post-office of aren 

South Caronne, 5 ow that THE ATE 
pays more than the eight other a 
pers in Columbia (two of them dailies) combined. 


TEXAS. _ 


[aes BAPTIST STANDARD, Waco, Texas, 

has a bona fide weekly issue of 20,000 copies. 
The Baptist WATCHMAN, of the Indian Ter: ritory, 
and the BAPTIST OBSERVER, of a Texas, 
have been absorbed by the STANDAR 


we POST : Houston, t=xas, 


a LARGER REGULAR ISssU e THAN ANY 
Batty IN TEXAS, and is so guaranteed by Kow- 
ell’s 1894 Directory under a forfeit of #100. S C. 
a Sg YITH, Sole Agent Foreign Advertising, 

New York and Chicago. 


WASHINGTON. 

















P.* 





GEATILE se 





QEATILE TELYGRAPH 
a 
ee POST-INTELLIGENCER. 





TILE TELEGRAPH, the leading 
4 Democratic daily north of San Francis*o. 


ee TYPO 1GRAPHICAL REVIEW reaches all 

rinters in Oregon, Wash’n and British Col 
umbia. Wantto reach them! Box 1117. Seattle. 

SEATTLE POST-INTELLIGENCER +r 

advertisers double the circulatio: 
other paper in the yo of W ashington. 
ern office. 93-94 Times Bldg. C. A. HUGHES, og 
A. FRANK RICHARDSON, Special Agent, Trib- 
une Bidg. 


erditne SPOKESMAN-REVIEW 


Only morning paper. Consolidation SPOKEs- 
— and REVIEW. Exclusive control morning 
field. No competitor within 500 miles. Popula 
tion Spokane, 1881, 500 ; 1894, 35,000. The past and 
present history of ‘Spokane has been marvelous ; 
its future will be the wonder of W: — civili- 
zation. The REviEw is the recognized exponent 
of all the best interests of Spokane and’ ti e vast 

country tributary to it. 


WISCONSIN. 
> »} = COPIES average for the past six mos. 
Dade) é in 1894. EXCELSIOR, Milwaukee, 


TISCONSIN AGRICU coe Racine, Wir. 
Largest circulation of any English paper 
in Wisconsin 


SO. & CEN. AMERICA. 
GoUTH American merchants subscribe for the 
PANAMA STAR & HERALD. 

85 00 EXPENDED in the local papers of 

» Spanish America — eo ee 
returns than $3,000 in this co 


ntry. Try l be 
convinced, SPANISH AMERICAN NEW SPAPER 
CO., 136 Liberty St., N. 
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Three-quarters of a Dozen 
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Many publishers and others who appreciate 
the unquestioned value of Printers’ INK to 
| them as an advertising medium, and who intend 
| to use it during 1895, hardly realize what a gain 
they may secure by closing their contracts im- 
mediately, and thus receiving nine extra inser- 
tions free of cost. Permit us to suggest, respect- | 
fully, to all such friends: 


Get Your Gun. 


Oct. 24th, 1894. 
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POSSIBLE NINE 


IS NOW THE LIMIT. 
Fon RSG SaaS Sass Se SESS SERS aSasas 


4190999900000008 


0104.00 
In consideration of which omer Mr Brett became entitled tore 
or free taseriicas jor his advertisement tor tbe remainder of the 


i 990000000000000 


‘Thecerend man vo evel! hinest of the our of Srenettersinn: 
Torus was Br Charice Auta Rate He bargained for oa aver~ 
—— from time to time when desired, bus makiog a net 


for the year inti. in consideration of ia be games i for dhe At 
teen free levees appearteg te t2O-Uhe date of bio onntzact Racing 
bern Seytember 11. 











Mr Saibestath ilies hfintt titi 0 ah teane> 


See | aaaaaaa 
—— _ nino 





etouer f fortwo nee «lasnlGed, for tuk at 

S.C. State sent am order dated October 

came from J. M. dunes & Co, of four hes clewtaed. tor iiae stn aes 
428.00- 1a constderation of (beso orders. the trme named came le tar 








ot Newark, W. J. aime twelve free tasertions tn (804 
claseified for 











Tue Grirrirta, AXTELL & CApy Co., Holyuke, Mass., gee an order, 
cated October 5th, for six lines classified for 8! 

Mr Frank Harrison, publisher of Frank area $ Shorthand 
Magazine, of Boston, Mass., sent an order, dated October 9th, 
for two lines classified for 1895, at 

THE WAsHIncTon, D.C. EvENING STAR, sent an order, dated October 
10th, for one pag ze, one year, at 


In consideration of these orders the firms named 
came in for eleven free insertions in 1894. 


On Thursday, October 1ith, The Atlantic Coast Lists renewed their 
contract for the second page of PRInTERs’ INK (a special 
position) for the year 1895, at $6,500.00 
This will be the sixth year that this company has occupied this page. 
On Saturday, October 13th, Messrs. Carleton & Kissam, contractors 
for horse-car advertisements on 9 ,000 cars, contracted for 52 
insertions of a page advertisement in PRINTERS’ INK, at $5,200.00 
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On Friday, October 12th, Messrs. Bruce & Cook, 190 Water St., New 
ork, sent an order for two lines classified, ey as eS $26.00 


Y 
On Friday, October 12th, Chas. Wood Fassett, of St. Joseph, Mo. ” 
sent an order for two lines classified, for advertising the St. 












Louis Medical Brief and Medical Fortnightly, amounting to.. $26.00 
On saeereey, October 13th, The National Provisioner of 284 Pearl 
, New York, sent an order for two lines classified, at ....... $26.00 





On sunbioe: October 13th, the John Bratton Co., advertisin 
agents of Ly = ape Ga., sent an order for four lines classifi 










EE ail on hi 17 nts densesegsecesonusestorsessbesé $52.00 

On Tuesday, October 16th, the New York Sun sent an order for a 
full page (inas cial moe) ae $6,500.00 

On Weaness ay, October {7t Typogra phical Review, of Seattle, 
, Sent an order for pod ines classified, amounting to. . $39.00 

On W: ba wn October 17th, the Educational Independent, of Edin- 
boro, Pa., sent an order for two lines classified, amounting to. $26.00 

On W cdnandes, October lith, the Tri-State Grocer, of Toledo, O., 
sent an order for four lines classified, amounting to.......... $52.00 







On Thursday, October 18th, A. J. C rawford, of 312 N. 7th Street, St. 
= 9 Mo., sent an order for three lines classified, amounting 





On vheaien. October 18th, E. L. Smith, an ad-smith of 









$39.00 
sent an order for four lines classified, amounting to $52.00 
On Thursday, October 18th, the Democrat, ‘of Albion, Ind 
order for two lines classified, amounting ee eae $26.00 


In consideration of these orders the persons last 
named came in for ten free insertions. 


9999 


On Saturday, October 13th, the Record, of Buchanan, Mich., sent 

an order for two lines classified, to run every other week, 

NR sin bch ds Banos. d0esOtargni es, avevthaeobeseess $13.00 
On Wednesday, October 17th, the Lincoln, Neb., Freie Presse sent 

an order to run every other week, four lines classified, 

SIO iio 5 ows pa Coeds 36:96) ss encncee ua gsc ascgeeeegontece $26.00 
On Tuesday, October 16th, the Seattle, Wash., Post ‘Intelligencer 

sent an order for a fuil page, every other w eek, amounting to. $2,600.00 


These orders secured five free insertions in 1894. 


Totals: 
Orders surrounded by the 
border amount to - - $2,912.00 















Orders put down since 
amount to - - - - 26,507.00 


Total - - - - - - $29,419.00 


And Nine 
Still remain out of 
The season of Sixteen 
Weeks. 


















Orders coming in now secure nine free insertions. 
Address orders to 







PRINTERS’ INK, 10 Spruce St., Hew York. 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., 
EpiTors aw! AND Pus.isuers. 


yz: Issued every Wednesday. Subscription 
Two Dollars a Fa gs? Five — a Copy i 3 
Five Dollars a hund No back numbers. 

Rage tay nd publishers who Gate te sub- 
scribe for PRINTERS’ INK for the benefit of their 
advertising patrons can obtain special terms on 
application. 

i Being printed from plates, it is always 
possible to ‘ue a new edition of five hundred 
copies for $25, or a larger number at five dol- 

a hundred. 

t= Ifan rson who has not paid for it is 
receiving PRINTERS? agate it = “——~ some one 
has subscribed in his vel is 
stopped at the expiration n of f the = pad or. 


Orrices: No. 


CIRCULATION, 
Average for last 13 =m, - 
Last issue, . ° 


10 Spruce STREET. 


19,835 copies 
21,400 








NEW YORK, OCT. 24, 1804. 








WHEN a newspaper changes hands, 
it frequently changes heads. 

IT is not always desirable that a large 
amount of space should be filled with 
a large number of words. 

THE special iI agent i is to the business 
end of a newspaper what the corre- 
spondent is to the editorial end. 


ADVERTISEMENTS, like jokes, should 
be timely. The ad which made a hit 
in ’93 may fall flat if sprung on the 
public. in ’94. 


THE objection of the leading En- 
glish papers to the admission of dis- 
played advertisements is gradually 
giving way before cash and reason. 


A PAPER cannot give every advertiser 
a good position, but if its rates corre- 
sponded to its circulation, it can give 
every advertiser the worth of his money. 


TRUTH is the prime essential in ad- 
vertising. The best written ads will 
soon cease to sell goods if you are 
always ‘‘ just out” of a leader when a 
customer calls. 


THE man who only devotes a week 
to the advertisement of a new thing, 
and then rails because he did not get 
great returns, is like the boy who studied 
with a lawyer for two days and then 
came home and said, ‘‘ The law ain’t 
what it’s cracked up to be. I’m sorry 
I learned it.” 
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It would be interesting to know 
how the Duluth (Minn.) Common- 
wealth manages to print those pretty 
red stripes on its first page. Who 
will tell us about it ? 


SOME advertisers have their favorite 
advertisements, just as some men have 
their favorite stories, but favorite ads, 
like favorite stories, are not necessarily 
favorites with the public. 


Just as long as advertisers attach 
more importance to a slight reduction 
in the price of space than to good posi- 
tion or effective wording for their an- 
nouncements, failures in the advertising 
world will continue to occur. 


PROBABLY nothing has benefited the 
art and business of advertising more 
than compulsory education. In coun- 
tries where only a small proportion of 
the people are abie to read, the adver- 
tising art is still in its infancy. 


IF everybody knew everything, and 
particularly their own wants, there 
would be no need of advertising. But 
the fact is that nine-tenths of the peo- 
ple do not know they really want a 


new thing until they see it advertised. 


LOocAL merchants may keep as good 
wares as the large metropolitan stores, 
but if they do not advertise this fact 
they need not be surprised to see their 
towns-people continue to go to the 
metropolis for anything unusually good. 


THE Tammany nominee for Mayor 
of New York is one of the largest local 
advertisers in the city. It will be in- 
teresting to note whether the New York 
press opposed to Tammany Hall will 
treat him with any more consideration 
on that account. 


WHEN an advertiser invests his money 
in circulars or signs, he can form a 
pretty correct idea of the amount of 
publicity his goods will derive from it, 
but when he spends his money in 
papers of unknown circulation, he 
doesn’t know what the result will be. 


THERE is no such thing as a market 
price for advertising space. It might 
be possible to establish one, however, 
if enough could be handled at con- 
venient points in a way that would ad- 
mit of the buyer obtaining it by a bid, 
and the delivery could be prompt and 
certain. 





PRINTERS’ INK. 


THAT the unsold advertising space 
which a publisher sees daily going to 
waste possesses a money value, no one 
has reason to doubt. But no adequate 
method of disposing of it has ever been 
discovered. ‘This is largely on account 
of the difficulty of measuring the quan- 
tity and grading the quality. 


THE attempt to dispose of surplus 
advertising space in a newspaper, even 
when a customer is at hand, is at- 
tended with so many difficulties that 
most publishers of successful journals 
have found it the wisest plan to insist 
upon schedule rates under all circum- 
stances, and thus avoid complicated 
and compromising negotiations. 


THERE is no newspaper publisher 
who has not at times communed with 
himself on the question whether it 
would not be possible to dispose of 
surplus advertising space by some 
method corresponding to the annual 
clearance sale by auction, by means of 
which manufacturers of silks, cottons 
and woolens succeed in clearing off 
their unmarketed stocks and arrive at 
a basis of prices for future operations. 


THE business instinct is so well de- 
veloped among American men and 
women that friendship has little to hope 
for when it is pitted against an oppor- 
tunity for gain. The merchant who 
relies for trade upon the friends he has 
made will be greatly chagrined when 
a rival appears who not only makes a 
better showing of goods and quotes 
lower prices, but drives the fact into 
the minds of the people by a judicious 
use of printers’ ink. 


THERE are plenty of advertisers who 
would buy and use great quantities of 
advertising space in newspaper columns 
that now goes to waste if any method 
could be hit upon for fixing its value 
and arranging for the delivery of the 
surplus as it comes into existence. 
The publisher knows no better how 
much to ask for it, however, than the 
advertisers how much to offer, and 
while negotiations are pending time is 
consumed, If a price is finally agreed 
upon, the commodity in the meantime 
has disappeared like the manna of the 
Hebrews. 


IF an advertiser ready with his copy 
could always be at hand to avail him- 
self of a spare page of a paper ata 


689 


moment's notice, the publisher would 
often be willing to sell at a price which 
the advertiser would be more than will- 
ing to pay. The difficulty in finding 
the man, the advertisement, the paper 
and the opportunity simultaneously 
makes confidential transactions of this 
sort comparatively rare. Doubtless 
the baking powder companies, the 
soap makers and the washing-powder 
people could relate experiences in this 
line that would be interesting. 


MANY an advertiser has occasion to 
report the tedious negotiations that are 
necessary to learn the cost of a con- 
spicuous announcement, and secure its 
insertion without too much delay and 
without paying more than need be on 
account of overlooking or being igno- 
rant of some technicality, by which the 
cost would be doubled when it might 
have been cut in two instead, with a 
result equally satisfactory to publisher 
and advertiser. On account of these 
difficulties he refrains from using the 
columns of the papers, to his own loss, 
and to the detriment of the newspaper 
as well. 


Mr. E, F. Drapgr, of the Rowell Adver- 
tising Agency, was recently applied to for in- 
formation as to the cost of inserting in the 
Boston Globe a cut measuring fourteen and 
three-quarter inches in length and five col- 
umns in width. He reported, after consult- 
ing the Gloéde’s rate card, that the cost of in- 
serting the cut as furnished would be $660. 
With border sawn off, however, and replaced 
by an inverted rule, the matter could appear 
in the specified space for $466.50. ‘Ihe price 
could be still further reduced to $220 if the 
advertiser would consent to omit his cut al- 
together and allow the Glode’s compositors to 
set up the matter in their own way.—Pxrint- 
ERS’ Ink, Oct. 17th. 

The above paragraph illustrates the 
peculiar character and varying value of 
advertising space. ‘The same service, 
apparently, is held at three different 
prices : the highest being demanded for 
the form most readily given, and least 
expensive to the newspapers. While 
the advertiser is deciding which quota- 
tion he will accept, the newspaper goes 
to press and the space that would pro- 
duce $200, $400 or $600 is not used 
at all and produces nothing—ferhaps. 


Press and Printer saysof PRINTERS’ 
INK: ‘‘We cheerfully concede it is a 
mighty interesting little sheet, but its 
advertising rates are very high as com- 
pared with ours.” Let us note the 
facts. Press and Printer, a jour- 
nal for printers and newspaper pub- 
lishers, published in Boston, claims 
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to print 2,060 copies, and nobody de- 
nies the accuracy of that claim. It 
charges fifteen cents a line for adver- 
tising. PRINTERS’ INK prints some- 
thing more than 20,000 copies, and in- 
stead of charging $1.50 a line, which 
would be exactly in accordance with 
the rates of Press and Printer, con- 
tents itself with fifty cents. If the 
advertiser will waive display, he may 
appear in PRINTERS’ INK: for twenty- 
five cents a line. That is, he may have 
ten times as much advertising in 
PRINTERS’ INK for less than twice the 
cost in Press and Printer. There is 
a great deal of this sort of discrepancy 
in the matter of advertising rates, and 
advertisers who reject the dear papers 
in favor of the cheap ones generally 
come out about as they would who 
elect to pay Press and Printer 15 cents 
a line for 2,000 circulation rather than 
twenty-five cents a line to PRINTERS’ 
INK for 21,000 circulation. 

The above lecture points a moral 
which is easily perceived. 


Mr. FRANK A. MUNSEY, publisher 
of Munsey’s Magazine, recently issued 
a circular, in which he claims to have 
received reports from one hundred 
miscellaneous newsdealers showing 
that the sales of his publication are 
sixty-six per cent greater than those of 
the Cosmopolitan Magazine. This 
has called forth a reply from Mr. E. 
R. Blaine, the Cosmopolitan’s advertis- 
ing manager, who offers to contribute 
one thousand dollars to any charity 
which may be designated if the edi- 
tions of that magazine for the twelve 
months, ending with the current issue, 
have not exceeded, by at least twenty- 
five per cent, those of any jour- 
nal published in magazine form in the 
United States. At first thought Mr. 
Blaine’s offer seems pretty convincing 
evidence of the larger sales of his maga- 
zine. A little reflection, however, will 
make evident the fact that the editions 
of that publication for a year may far 
exceed the Munsey editions for that pe- 
riod, and yet the Cosmopolitan may be 
selling now at the rate of thirty-four 
copies to Munsey's hundred. The 
sales of the former a year ago may 
have been much larger than at the 
present time, while the latter may be 
selling ten times more copies now than 
a year ago. The advertiser is most 
interested in editions printed now, 
and to be printed next year. Facts 
concerning last year’s issues are inter- 
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esting, but those which deal with next 
year’s issue are of still greater value. 
Munsey has the best of the argument, 
so far. 


THE honest circulation of a news- 
paper is as important to the advertiser 
as a pair of correct scales or a full- 
length yardstick.— Windsor (///.) Ga- 
settle, 


A CINCINNATI ADVERTISING CRITIC, 
Tue Ecan Company. 
Wood Working Machinery. t 
Cincinnat, O., Oct 9, 1894. 
Editor of Printers’ Ink : 

Why is it necessary to keep a scrap-book? 
An advertising man of proliticity frames and 
words his advertisements from the instances 
of his surroundings, from the touch of actual 
business as it exists. He ought to see witha 
far eye what is possible, provided he is gifted 
naturally or has acquired or borrowed the eye 
from long experience. Why then turn overa 
scrap-book containing beautiful efforts of the 

t? The temptation is to use part or per- 
aps the whole of an ad or two that you ad- 
mire, and which, too, cost considerable effort. 

Looking over the local advertisements of 
the past week, there appears too much of last 
year in the most of them; consultation of 
scrap-books creeps out hereand there. Throw 
away your scrap-books, gentlemen, and orig- 
inate your advertisments close up to the feel- 
ings of the people as they exist now, not as 
they have lived in the past. Advertising is 
looking up in Cincinnati, and tliat is to her 
credit, too, The effects will be prodigious 
and lasting, but forget last year and come 
down to now. James T, Brown. 

—— +o 
UNEXPLAINED! 
72 WittiaAM STREET, | 
New York, Oct. 11, 1894. { 
Editor of Prixters’ Ink: 

Can you explain why some advertisers use 
the display heading, ‘‘ New Arrivals,’’ while 
others prefer ‘*‘ New Departures?” 

Yours truly, Francis B. Hays. 





“CONTINUED IN OUR NEXT.” 


Sam—Bright thing the Wayback Star did 
—couldn’t get a big reading notice ail in and 
didn’t condense it, but printed the first part 
with the tragic history and left the cure by 
Goodman Elixir for the next issue, 

ohn—Well, was that bright ? 
m—Yes; everybody got to wondering 
what the rest would be ; madea great impres- 
sion, 
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HE NEVER ADVERTISED. 
There was a man who vainly strived 
To build a fortune. Hard he tried 
3ut sadly failed, while others thrived, 
Till finally his business died. 


He saw his neighbor richer grow, 

He saw great crowds pass through his door, 
And wondered oft why it was so 

While few e’er came to his own store. 


And yet in vain he struggled on, 

’ Till, long ere life’s alloted span 
Was reached, with every prospect gone, 

He died a broken-hearted man, 
Just ere he breathed his last he spake 

To his poor wife. ‘* Betore I go 
1 would like some amends to make, 

But ’tis too late now well I know. 
“ Atlast, here on my dying bed, 

The solemn truth I've realized, 
That wealth came not to me,”’ hie said, 

“* Because I never advertised.” 

—Caces Dunn. 
ee 
A LIQUOR SELLER'S SCHEME. 
BuFFAa_o, Oct. 11, 1894. 

Editor of Printers’ Ink: 

The inclosed letter may be of interest to 
you, as showing a novel advertising device of 
a dealer in liquors here. It has apparently 


been sent to a number of lawyers in the city, 
F 


Dear Sir—That case you are going to try 
to-morrow can be tried at ten o’clock at our 
bar, where all arguments will be heard. 

Yours respectfully, 
O. W. Franke & Co. 


a 
A FACT THAT IS WIDELY RECOGNIZED. 
“Tue Mitton Journat,” ) 
Devoted to the Interests of Milton, | 
W. K. Davis, publisher. f 
Mivron, Wis., October 13, 1894. } 
Editor of Printers’ Ink: 

Who writes the ads for Wm. Johnston's 
ink? If the inks areas good as the ads they 
are daisies. In the issue of Oct. roth, you 
say Johnston is revolutionizing the ink trade. 
You might also have said that Printers’ INK 
is revolutionizing the art of advertising. 

W. K, Davis, 
——~-——_——_ 
INCIDENTAL ADVERTISING. 
BurFa.o, N, Y., Oct. r1, 1894. 
Editor of Printers’ Ink : 

In your issue of October 3d reference is 
made to the advertising value of an allusion 
to any special line of goods by such an author 
as Charles Dickens. Your contributor may 
be interested to know that this idea was act- 
uaily carried out by Dickens in very com- 
plete shape. In 1852 he visited the Copeland 
Pottery Works, at Stoke-upon-Trent, Staf- 
tordshire, England, and was shown all the 

arious details of the manufacture, He wrote 
a humorous description of certain processes 
for /lousehold Words, under the title of “A 
lottery Story,’’ constant reference heing made 
in the story tothe Copelands, This story was 
published in pamphlet form in 1878 by Jones, 
McDuffee & Stratton, of Boston, for advertis- 
ing use, and will be used in the same way here 
in Buffalo at some not very distant date. This 
does not «qual in value, of course, a reference 
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in any widely read novel, yet it is interesting 
as coming from such an author. 

Many hotels have, of course, been very 
widely advertised in novels, and without 
charge. Witness the description of the Hoff- 
man House bar in Crawford’s “* Katherine 
Lauderdale.” Right truly, F. A. 


PERFUMES AND CRUTCHES. 
METROPOLITAN BUILDING, ) 
Madison Square. 
New York, Oct. 12, 1894. f 
Publishers Prixters’ Ink: 
This advertisement was clipped from the 
oxrogramme of the Lyceum Theater, Eliza- 


th, N. y 
wh little early for holiday goods? Yes, it 
may be, but we want you to know that at R. 
B. Hooker & Son's Pharmacy, 103 Broad 
Street, you will find an assortment of fine 
perfumes at any time. Crutches also in stock, 
all sizes.” 
What do you think of the combination ? 
. W, JenninGs. 
- par ae ich a. 
LIGHT WANTED. 
Cuas, A, Osmun, 
Chemist and Druggist. 
New York, Oct. g, 1894. 
Editor of Printers’ Ink: 
Can you tell me what the following ad means? 
‘ r° LADIES—A French lady takes charge of 
renewing or lights; work | ope 
sends for them at home for New York and Broo - 
lyn. Address Mrs. DEMONGE, 2}; Macdougal st. 
Cuas. A, Osmun, 
VEXING. 
An editor, known far and wide, 
Says his patience is oft sorely tried, 
For employees will shirk— 
When they should beat work 
They’re reading the patent inside. 


——— oo 


£2 GR Bs LORD. 
—T 





THE RULING PASSION. 

St. Peter—Well, you have been a benefactor 
of mankind ; what position do you want in 
the Celestial Choir? 

Advertiser—Top of col—; oh, well, any 
place where I can get the best display. 
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THE PAPERS OF NORTH DAKOTA. 


Fargo and Grand Forks, the principal cities 
of the new State of North Dakota, are sup- 
plied with very good newspapers, but the 
patronage is cut up a little more than is de- 
sirable. In Fargo, the Argus still maintains 
its position of the leading morning paper. 
Started by Maj. A, W. Edwards in the boom 
days, it has seen more or less parlous times, 
The Major bit off alittle more“than he could 
chew when he erected a mammoth building 
for the accommodation of his paper. Jim 
Hill, the railroad magnate, furnished Ed- 
wards with money; and there was in due 
course a falling out between the debtor and 
creditor, and they became as fast enemies as 
they had before been fast friends. The result 
of long litigation was that Major Edwards 
was ousted, Jim Hill took the paper, Major 
Edwards started the Fargo Forum, and to- 
day the Argus is owned by Frank L. Gage,a 
former employee of the paper. The Argus 
was in the market for some time, prior to Mr. 
Gage taking it. While Hill owned it, he 
wanted $20,000 for it, of which amount at 
least $18,000 would have to be countedas good 
will, as the plant was not worth more than 
$2,000. Colonel Lounsberry, an old-time 
newspaper man of the ‘Territory, now edits the 
Argus, and is making of it an excellent paper. 
But the fraternity do not believe that it is 
overburdening its proprietor with profits, 

The forum, owned by Edwards & Plumley, 
isas rtof a free lance, but, withal, popular 
with the people and the fraternity. The Xe- 
publican, stillowned by J. J. Jordan, a former 
employee of the Minneapo'is 77zbwne,and late 
postmaster of Fargo, is published every even- 
ing, and is spicy and a good newspaper. The 

Sun has soeuatly blossomed out as a morning 
Democratic daily, but it is a little toomuch 
tinged with Coxeyism to become popular with 
so conservative a set of people as inhabit 
Fargo. The Commonwea/th and the /nde- 
pendent, two Democratic - a papers, 
complete the list of Fargo pa 

George B. Winship, oft the _-_ Forks 
Herald, is the Nestor of journalism in the 
upper Red River valley. e is a good deal cf 
an antagonizer, but somehow he has made an- 
tagonizing pay. His paper is certainly an ex- 
cellent one, and there are those who claim that 
it is the best newspaper published in the State. 
It is Republican, po ots it sometimes causes 
the Republican managers some little trouble 
by its freedom of criticism of Republican 
measures. The //aindealer is the Demo- 
cratic daily of Grand Forks, and is a good 
party paper. Winship’s enemies aver that he 
owns most of the stock in the Plaindealer. 
. The News is a Populist daily, its proprietor 
fermerly being a Hill Democrat. 

At Bismarck, the capital city, the Tribune 
still maintains a daily existence, although it is 
a question among newspaper men in the State 
whether such an existence is warranted. Bis- 
marck, if the truth must be told, is a rather 
dulltown. M. H., Jewell, the chief proprietor 
of the 77idune, has temporarily deserted his 
paper, and is now in Washington, D. C., as- 
sisting in the management of the /zve ntive 

Age--a paper devoted to patents and inven- 
tions. He is half proprietor of this paper, 
and leaves the 77ziune to his young men to 
manage. 

Jamestown is the only other point in the 
State where daily papers are found, Hereare 
the Alert and Cafita/. ‘The Alert, formerly 
a Republican organ, now espouses the cause 
of the Populists, a little more than the Repub- 
licans like to see. Major Kellogg has owned 
this paper for several years, and is reported to 
have made mouey out of it by reason of his 
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excellent busi t. The Capital 
has recently changed hands, its promotor, Mr. 

Warnock, having sold it to three of his’ em- 
ployees. 

Th he hundred weeklies that exist in different 
parts of the State do their full share to adver- 
tise and boom their respective localities. ‘The 
newspaper business has reached hard pan in 
North Dakota in these days, The time has 
ended when a newspaper publisher could 
secure patronage, either in the shape of adver- 
tising or subscriptions, because he needed it, 
or because he was helping to build up the 
country. Merit and a reason for existence 
count for more than public spirit. During 
these hard times the newspaper business is 
found to be dull by every paper in the State,— 
Lnland Printer. 


— 
NOCTURNAL SCHEME ADVERTISING. 

Chicago merchants have long since dis- 
carded night advertising by means of a stere- 
opticon, ‘the people are too busy to stand 
quietly opposite a dead wall to see a business 
card appear out of the glocm. They are in 
the havit of moving along even in the night 
time. Firms engaged in the manufacture of 
cigars, chewing gum and similar luxuries 
spent several tliousand dollars before they 
learned how to attract the attention of the 
nocturnal pedestrian. A chewing gum man- 
ufacturer was the first to hit upon a new idea. 
He Sent out a Greco-Roman chariot drawn 
by four white horses and guided by a faded 
red-haired beauty. The vehicle and the au- 
burn tresses of the driver were ornamented 
with tiny electric lights, which obtained their 
current froma storage battery. ‘The scheme 
was a howling success in every way.—La 
Sayette (Ark.) Recorder. 

A ST. LOUIS AD SOLICITOR. 

The lines of competition among newspapers, 
as a rule, are tightly drawn, 

The daily papers of all large cities pay many 
thousand dollars annually for the services of 
advertising solicitors, and a good advertising 
solicitor can always find a position and com- 
mand a reasonable salary. 

The modern advertising solicitor is a unique 
character. There is nota minute of his life 
when he is not ready to explain the various 
advantages of the medium he may represent 
and “‘close a contract” on the spot sev a 
favorable opportunity preseutitself. He plans, 
concocts all sorts of schemes, and his nose has 
a perpetual itch for business.—St, Louis 
Chronicle. 





AN UNKNOWN ADVERTISER. 

One of the funniest advertisements I have 
ever seen is that which surmounts a building 
in New York, It is an immense hand in the 
form of an inverted index. The forefinger i is 
jointed, and by means of steam or electricity 
it keeps beckoning in the most natural man- 
ner, mutely inviting all who ride or walk 
across Brooklyn Bridge to call and see him. 
What’s the advertiser’s name? Blamed if I 
know.—Soot and Shve Recorder. 





+o 
RHYMES FOR ADVERTISING OPTI- 
CIANS. 


When tke flighty rhetorician 

And the practical physician 
And the men of all condition 

Find themselves quite ** out of sight,” 
They remember my position 

As a great and good optician, 
And that charges for rendition 

Of my services are light.— 

Jeweler? Weekly. 
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THE COMMA LACKING. 


The omission of punctuation sometimes 
leads to blunders in signs that are as startling 
to the public as they must be mortifying to 
the victims, Thus, in Paxton, Illinois, a sign 
reads, ** A Sample Lawyer.’’ Doubtless the 
painter was instructed to print it *‘ A, Sample, 
Lawyer ;”’ but he m/ssed the “‘ point.” So 
in a North Carolina town a similar omission 
resulted in this legend outside an office door : 
“A Green Insurance Agent.”—Keystone. 

parMiote ye <A 
WINDOW ADVERTISING. 


I should see that everything that went 
into the window drew attention to my goods. 
I should change the goods oncea week. Peo- 
ple like to see something new. They should 
learn to look into my window 4 | time they 
passed, and find every week a list of new 
articles for inspection, Soon they would cease 
to pass and come in to buy. I should show 
but one line at a time, because I think th’s is 
better than crowding the window with many 
things, not one of which will so directly attract 
a custumet.— Stoves and Hardware. 


WE ARE LEARNING TO DO IT BETTER. 


When advertising was in its infancy adver- 
tisers said far too much in their announce- 
ments, In attempting to make too many 
points they often failed to make any point at 
all. But when the pioneers of modern adver- 
tising methods came upon the scene—the men 
who have built up gigantic businesses by 
means of press and mural repetition—the aim 
was to say as much as possible in as few words 
as possible and to cote as much space as 
possible in doing it. hen they took the 
matter in hand a system of concentrated ex- 
pression was introduced which soon told a 
profitable tale for the advertiser.—London 
Fame, 

tar caeeiniet 

Harvey discovered the truth about the 
circulation of the blood, but no man has ever 
been able to discover the truth about the cir- 
culation of the average newspaper.—Z/7/e. 

Advertise 

If you would rise ; 
Not at all 

lf you would fall. 
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CARD ADS IN YOUNG PEOPLES’ PAPERS, 


RocuesteR, N, Y., Oct. 15, 1894. 

Editor of Printers’ Ink : 
it may interest your readers to learn that 
Harper's Young Leople and Elverson’s 
Golden Days take the same position which 
the Youth's Companion does, in refusing to 
insert any advertisement which mentions 
playing cardg, St. Nicholas, on the other 

nd, does not refuse an ad concerning 
whist, and also runs other ads which mention 
cards, Ina letter received from the publish- 
ers of the }outh’s Companion, commenting 
on our previous letter in Printers’ INK, they 
disclaim any intention whatever of character- 
izing whist as immoral, They say they 


pomne no criticism whatever upon the game, 
ut merely refused to insert our ad because 
‘there are a large number of people who do 
not regard card playing with favor.” 
Yours very truly, 
Tue American Waist Pack Co, 
——__— +o» —____ 


WHuen everybody else thinks it’s a poor time 
to advertise, that’s the time for you to grab the 
bone.—Shoe Trade Journal. 

+ 


Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 


extra for specified position—if granted. 
Must be handed in one week in advance. 








j OPERION Mechanical Engraving. Photo Elec- 
trotype Eng. Co.,7 New Chambers st., N. Y. 


PRIN TINC INK—Four Cents Per Pound. 
YM. JOHNSTON, 10 Spruce St., New York. 
POSTAL NOTES ABOLISHED. 
The only substitute that will accommodate or 
satisfy the people is our PATENT Corn Matz- 
ING Carbs. Indispensable toa mail business. 
Special imprint on cards free. Address for 


samples, 
Rivorp & CO., DETROIT, MICH. 


Arthur’s = | pin oce 
Peterson’s. 


for both 
Magazines. 
F. E. MORRISON, Adv. Mgr., 
500 TEMPLE COURT, N.Y. 














PRINTERS’ INK PLEDGES. 


Every reader knows the value of PRINTERS’ INK. 


at $2a year. 
is a new idea, but 
and publishers 

the whole business—better than a “year book 


I have felt its priceless power. It is chea 


It’s a positive pledge to success. I preserve and print the best of it quarterly. This 
ood, Shows you the way to make advertisi 
call it “ Printers’ Ink Pledges.” It is “ boile 


pay and sets the pace for printers 
own ’’—the “ clearing house” of 
Stamps or coin. 





.” Sample, 10c.; arterly, 25c. 
VERNE CDRA, Large Box, Lexington, Il. 





Capital and County Seat. 


State. 


PUBLISHED SEVEN DAYS A WEEK. 





Established 1867. 


THE INDEPENDENT, 
HELENA, MONTANA. 


Helena is the railroad, commercial and financial center of Montana; 


THE INDEPENDENT is the best medium to bring results in the Treasure 
State; it circulates in every town, mining camp and stock range in the 


ONE OF THE BEST FIELDS FOR ADVERTISERS IN THE UNITED STATES. 
THE INDEPENDENT covers it. 


WEEKLY, EVERY THURSDAY. 








bd i i i a 
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Ohio 
State 
Journal. 


Leading Newspaper 
Of Central Ohio. 


Established 
1811. 


Daily—Circulation 12,750, only morning 
newspaper printed at Columbus, a city of over 
100,000, and reaching by early trains the best 
portions of Central and Southeastern Ohio. 

Sunday—Circulation over 17,000, with- 
out a rival in its field, being the only news- 
paper circulazed in Columbus on Sunday that 
prints all the telegraphic and local news. An 
especially good medium for classified adver- 
tisements. 

Weekly—Now issued as a twice-a-week 


ed'tior,on Tuesdayand Friday. Circulation | 


22,000, chiefly among the farming com- 
munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 
lication, 
OHIO STATE JOURNAL CO., 
Columbus, Ohio. 
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The Christmas Numbers 


OF THE ‘ 
People’s Home Journdl 
AND THE 


Illustrated Home Guest 


WILL GO TO PRESS 
NOVEMBER 10TH. 











THE CIRCULATION WILL PROBABLY , 


: REACH 


THREE QUARTERS OF ¢ 
4 
:oe-A MILLION,@e 
: and there will be 

NO EXTRA CHARGE FOR ADVERTISING, 


‘ 
For rates and other particulars address 
F. M. LUPTON, Publisher, ‘ 


106 & 108 Reade St., New York. 














SEEDSMEN 


Vickery & - 
- Hill List. 


IT PAYS. 


See Frank Finch’s testi- 
monial in PRirTERS’ INK 
of September 12. 














| 


The 
Housekeeper, 


MINNEAPOLIS, MINN. 


SEMI-MONTHLY, 


- 123,000. - 


Pays Advertisers 
who have any thing to 
sell to women, cr for the 
home. 


ia 


WEW YORK OFFICE: 
517 TEMPLE COURT. 
C. E. ELLIS, Manacer, 


PPP Pare 


» 


passing 
PAPAL 4 
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‘The Toledo 
No Affidavits Blade, 


e TOLEDO, OHIO. J 
No Promises ° 
THE DAILY BLADE 

is the best dail in Toled 
No Rebates te stp 
est and most influential paper in 
the State. 


No Discrimination THE WEEKLY BLADE 


has had a circulation of above 

100,000 more consecutive years than 

- BUT = any large circulation weekly news- ; 

paper in the United States. Q 

¢ 

For advertising rates in either edition, 
a ress 


t dd 

4 THE BLADE, TOLEDO, Onio. 
q New York OFFIcE, 

u 33 TRIBUNE BUILDING. 


| 





No Claims 














OF PHILADELPHIA |i Youngstown 


is one of the most 
important manufacturing cities in Ohio. 
Its large iron interests are in operation 


Wil/ Give Every Advertiser and business generally is moving. Good 


wages are made in this City and adver- 
tisers who cover Ohio will find this a 
prosperous section. 


A FAIR RETURN The Vindicator 


is the leading home newspaper in East- 


For his Investment in its ern Ohio and has a larger circulation 
than any other paper in Youngstown. It 


is popular, clean and reliable, and de- 
C olumns. pends on its merits alone for its wide 
circulation. 


7,800 DAILY. 
3% 5,200 WEEKLY. 


oO 
FOR PRICES OR OTHER INFORMATION 
EDGAR M. HOOPES, ADDRESS 


Wicmincton, Der. H. D. LACOSTE, 
38 PARK ROW, 
Manager of the Foreign NEW YORK. 


Advertising of THE CALL. 
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ANACONDA STANDARD, 


ANACONDA, MONTANA. 


A sworn statement of THE ANACONDA STANDARD’s circulation for the month of 
July shows a net gain of 1,063 over June. While all other daily newspapers in the 
Northwest are waiting, THE STANDARD, with its “ get there’’ icy, covers the State 
of Montana, a special handcar service of six hundred and three (603) miles ; this in 
conjunction with the Great Northern Railroad’s regular service gave the people 
what they wanted—the news. The phenomenal increase of circulation shows that 
efforts are —— The circulation of THE ANACONDA STANDARD Is greater than 
that of any other daily newspaper published between the upper Mississippi and the 
Pacific coast, covering the entire central northwest. Circulation books, post-office 
receipts, paper bills, etc., open for the ae of any advertiser. Will any other 
daily newspaper in Montana or the central northwest give a sworn statement of one- 
third as much circulation ? 


E. KATZ, eastern acenr, 
166 WORLD BUILDING, New York City. 

















If you haven’t a SMALL MAN 
a BIG ONE will do. 


If your BIG BOY’S a SMALL BOY, why that’ll do too. 
The “‘NEW MODEL” is not particular. 
CAMPBELL PRINTING PRESS AND MFG. CO., 


884 Dearborn Street, Chicago. 1 Madison Avenue, New York. 


The Press, :.3Circulation 
ONE CENT A DAY. This Year! 


| JANUARY, - 185,200 
FEBRUARY, 166,420 
MeROG, As 195,250 
APRIL, Tae 210,618 
Ms «. « « 248,400 
SUMR, . « s 232,100 | 
Pi i ee 228,340 
AUGUST, . . 229,500 
SEPTEMBER, . 235,100 











THE BEST 
ADVERTISING 
MEDIUM. 


Tue Press goes regularly into 
more homes in Dayton thanany | 
morning and evening paper com- 
bined; is read in more stores, | 
offices and business places than 
any other Dayton paper; its | 
sales at the news-stands, on the | 
street cars and upon the streets 
are larger than all the other Day- 
ton papers—six in number—com- 
bined ; its regular circulation in 
Miamisburg, the second city in | 
the County, is twice as large as 
all the other Dayton papers com- 
bined. 

THESE FACTS 


ARE ALL PROVABLE. 


IF SO, WRITE US NOW 


THEY MAY BE OF INTEREST TO YOU! 
(2 We can be of service to you in this section of Ohio 


TOTAL, . 1,880,928 


eMNserremecn, 9,404 











STUDY THESE FIGURES! 








Avoress LOUIS V. URMY, 
Eastern Representative, Times Building, New York. 
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a ae 


250, 000 copies of 3 


« 


THE NATIONAL TRIBUNE } 


WILL BE ISSUED 


The Next Issue, November 15. 


NO EXTRA CHARGE FOR ADVERTISING. 
Each Insertion, 
Ordinary Advertising. per Agate Line 
Reading Notices, per Line 


SCALE OF DISCOUNTS. 
Per Line. r Inch, 
= inse’ rtions, 10 per ce nt; or = ce nts net slid net. 
20 
a “ 30 “ “ 4 “ “ “ 
In order to accommodate advertisers who may prefer a discount ren space 
used, we offer the following. 
ALTERNATIVE SCALE. 
20 to 600 lines 
700 to 2,000 
2,100 to 10,00 ° “ “ 
For upwards of 10,000 lines a special discount of 40 per cent will be made. 





ADDRESS 
THE NATIONAL TRIBUNE, WasuincrTon, D.C. 


§ Room 66 Pulitzer Building, New York. 
BRANCH OFFICE: ) ByRON ANDREWS, Manager. | 


OCC SOS CCC CCCCCCCO 








FOR RATES OF 


ADVERTISING 


IN THE 


Boston —z_ 
Street Cars 


WRITE TO 
UNION STREET RAILWAY ADVERTISING CO., 


Sears Building, Boston. 
Times Building, New York. 


M. WINEBURGH, - - PRESIDENT, 
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THE ADVERTISING MANAGER. 


The advertising man on a periodical 
is a prophet with honor when in his 
own four-by-six corner, but at other 
times a wandering Jew, going from 
door to door, and having an uncon- 
trollable appetite for all baking pow- 
ders, scouring-soaps and  washing- 
compounds, and thirsting eternally for 
patent medicines of every known stripe 
and hue. 

The experiences of an advertising 
manager are as widely varied as the 
human nature with which he has so 
largely to deal, and they are also full 
of interesting episodes, both serious 
and ludicrous. 

Imagine a man new to the business 
suddenly thrust into the position of ad- 
vertising manager ; hear the eloquent 
words of the business manager as he 
lays upon the trembling shoulders of 
his subordinate his herculean task ; 
watch the trembling steps of this would- 
be courageous fellow as he saliies forth 
upon his first expedition ; measure the 
bound of his heart as he reads in glar- 
ing letters spread over a seven-story 
building the name and occupation of 
the successful man of the world whom 
he hopes to interest in a religious 
paper ; picture, if your imagination is 
strong enough, the size of the adver- 
tisement that he has the best of reasons 
to suppose that he will get after pre- 
senting a cause meritorious ; draw back 
from the abyss into which he drops 
after reading the sign, ‘‘ Advertising 
agents will not be received here. Our 
contracts are all placed by ‘ 
New York”; rise again with him to 
higher hopes and greater rewards as he 
overcomes sensitiveness, scruples and 
fear ; rejoice with him when he finds 
himself well received, and surmises 
that the sign was meant for a scare; 
go with him all through the long in- 
terview of two minutes, upon which so 
much depends; and help bring him 
back home when he reaches the open 
air only to find that even his well-ex- 
ercised imagination is not sufficient to 
discover the order. 

Then, if you are not weary, accom- 
pany him into another office, which has 
no bulldog sign guarding it. Stand 
by, if you have the patience, during the 
hour’s talk in which every five minutes 
our hero, first adroitly, then boldly, 
and finally with emphasis and despera 
tion, turns the subject of the discourse 
to the plain and pointed question, 
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** Do you, or do you not, want to ad- 
vertise?” ‘There are a few men that 
seem to enjoy an advertising man’s 
conversation and do all in their power 
to make him comfortable, except when 
it comes right down to business. 

Stories are often told of the adver- 
tising man that in getting his first ex- 
perience found it necessary to walk 
back and forth three or four times be- 
fore the entrance to the building where 
he was to call, in order thereby to 
muster up sufficient courage, his mind 
dwelling all the while on painful 
thoughts of threats of personal vio- 
lence. It is further reported that this 
same advertising man was always over- 
come with a sense of dv‘*y done, and 
gave thanks for his deliverance, when- 
ever he was told that the object of his 
search was out of town and would not 
return in many days. 

Speaking of the friends and relations 
of the advertising manager reminds one 
of the usual poor relatives, in that 
these all expect some favors in return 
for acknowledging the relationship. 
But there are only two things that ad- 
vertisers ever expect as favors from the 
advertising manager. First, they want 
their advertising for nothing, or at least 
one point nearer to it than anybody 
else has reached ; and, second, they all 
want the most prominent position in 
the paper. Now the advertising man- 
ager, if he be skilful and appreciative 
of his friends both in the paper and 
outside, always manages to grant these 
small favors, and at the same time to 
get the business, and to meet the edi- 
tors’ esthetic ideas of how the paper 
should be made up, to say nothing of 
mollifying the foreman of the compos- 
ing-room, who has his ideas of the 
make-up of the paper as distinct from 
the ideas of the others as black is from 
white. 

But the most delightful task that 
falls to the lot of an advertising mana 
ger is this. He solicits business for 
each week’s paper until the last gun is 
fired. Ii the paper goes to press at 
four o'clock in the afternoon, he ought 
to have finished his work for the issue 
by noon. Some large customer, how- 
ever, insists on having a little more 
time to make his decision, and then a 
little more time to write his copy, and 
then a little more time to explain his 
changes, until at a quarter before four 
the advertising manager may be seen 
rushing headlong through the crowded 
thoroughfares, taking to the middle of 
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the street at times, passing cars and 
teams with tremendous strides. With 
the perspiration dropping around him, 
he scorns the slow elevator, and mounts 
the two flights of stairs four at a time, 
ind bursts into the composing-room 
just in season to see the foreman 
placidly locking up the last form. But 
the foreman’s calm soon gives way to 
. worried expression, and by the time 
vhen the fresh copy has been put on 
he stone his face has grown florid 
vith suppressed emotion. ** Too late!” 
he screams, like an engine letting off 
steam. That is the signal for battle, 
in which the advertising man protests 
his innocence, begs for mercy, and de- 
mands his rights all in one breath. 
The next morning all is forgotten, 
for the difficulties have been overcome, 
and only the reader remains to be sur- 
prised and delighted by the presence 
of some unusually large and attractive 
announcement.—Golden Rule. 


——__+o+—____ 
DR. PIERCE’S COPY-BOOK. 


The World's Dispensary Medical 
Association of Buffalo, New York, 
changes its copy so frequently that a 
very large quantity of it is required. 
For this reason, in arranging the proofs 
of its advertisements, the method 
generally used by the smaller adver- 
tisers is scarcely suitable. This being 
the case, instead of printing all the 
advertisements on one large sheet of 
paper, they are printed on separate 
sheets which, bound together, form the 
leaves of the neat little 52-page book- 
let, a reproduction of the photograph 
of which is here shown. 

The first page contains the necessary 
instructions to the foremen of the 
papers the matter is to appear in, to- 
gether with a statement that the ad- 
vertisements must appear in tlie posi- 
tion contracted for, and in their order 
as numbered or credit will not be given, 
lhe proofs or leaves of the booklet 
being arranged in the order they are to 
be published in, it is almost impossible 
for a mistake to occur in their order of 
insertion. 

There are few ‘‘ specials” in New 
York who will not gladly forgive Dr. 
Pierce for his recent utterances in re- 
gard to special agents immediately 
upon receipt of an order to insert the 
contents of his little book in their me- 
diums, 

As was made manifest in his address 
before the recent convention of the 
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National Wholesale Druggists’ Asso- 
ciation, Dr. Pierce, the president of 
the World's Dispensary Medical Asso- 
ciation, believes in doing away with 
unnecessary expenditure whenever it 
is possible to do so. The cost con- 
nected with furnishing electrotypes to 


the various newspapers makes a pretty 
big item in a large advertiser's ex- 
penses, but in the case of Dr. Pierce’s 
company this item has been consider- 


ably reduced. Electrotype plates are 
usually mounted on wooden blocks or 
they are ‘* sweated” or soldered on to 
a metal base. The wooden block is, of 
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course, much cheaper to manufacture, 
and being much lighter, the cost of 
postage or expressage amounts to 
much less. It is not very popular, 
however, because the wood is liable to 
warp and spoil the appearance of the 
advertisement. For this reason, the 
World’s Dispensary Medical Associa- 
tion, like many other large advertisers, 
does not care to have its electrotype 
plates mounted in that style. The 
metal base, however, costs about three 
cents a square inch, and this, added 
to the money paid for postage or 
expressage, puts the advertiser to 
considerable expense when several 
thousand electrotypes are needed. Dr. 
Pierce’s company has overcome this 
objection by furnishing each news- 
paper with what is called an inter- 
changeable metal base. As all the 
fifty-two electrotype plates sent to each 
medium can be adjusted to it without 
the necessity of soldering or sweating, 
it does the work of fifty-two bases. 
Hence the cost of manufacturing and 
shipping fifty-one metal bases is saved 
with each medium. 


NEW YORK’S POOR POSTAL 
SERVICE. 


The Home Feournal is making an 
effort to arouse the people of New 
York to the necessity of obtaining an 
improvement in the city’s postal serv- 
ice. It points out that a letter mailed 
in New York, addressed to Philadel- 
phia, will, in many cases, be deliv- 
ered in that city in less time than it 
takes to transport a letter from Brook- 
lyn to Harlem. According to the 
Journal, circulars are delivered more 
promptly and at less cost by private 
concerns than by the post office people. 
In regard to second-class matter, the 
Journal appears to think that newspa- 
pers have to wait until it suits the con- 
venience of the clerks to give them at- 
tention. Of two papers mailed simul- 
taneously at the general post-office, 
one may be delivered next day and the 
other twenty-four hours later. 

The /ournal asserts that since the 
money allowance from the general 
government was increased, and a large 
branch office established near the Grand 
Central Depot, the service has gone 
from bad to worse, and that the ability 
and hard work of the postmaster is of 
no use if the system is, as it thinks, 
all wrong and rotten, The Yournal 
appeals to the citizens of New York to 
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demand prompt service in the city, less 
delay in delivering newspapers, col- 
lection boxes in which a larger package 
than a visiting card can be deposited, 
and that for all this liberal payment 
be made. 

All these demands Postmaster Day- 
ton admitted to be perfectly reason- 
able. He expressed the opinion that 
the slow delivery of mail in the upper 
portion of the city was in consequence 
of the carriers being restricted to regu- 
lar hours, and not being allowed to 
work overtime. Then he considered 
the present force of 3,000 clerks and 
carriers inadequate to secure the best 
possible service, and that if Congress 
had followed his recommendations in 
respect to the size and disposal of the 
appropriation, the office would be bet- 
ter equipped to meet the requirements 
of the service. Mr. Dayton declared 
himself strongly in favor of introduc- 
ing the pneumatic tube system between 
New York and Brookiyn, and believes 
that a plant could be purchased for 
about $150,000. 

As a means of sending mail matter 
to the various up-town branch offices, 
the postmaster stated that, through lack 
of proper facilities, the elevated rail- 
roads are unable to run express trains, 
except during the evening and the 
morning, the result being that it takes 
just one hour to send a letter from the 
general post-office to Harlem. 

Referring to all these explanations 
and excuses, the Home Fournal de- 
clares that the postmaster’s facilities 
and appropriations may be compara- 
tively limited, but that this hardly ac- 
counts for the thirty hours which 
usually elapse between the mailing of 
a paper at the general post-office and 
its delivery at a certain residence on 
West Seventieth Street. 


WHAT WOULD HAPPEN. 


The New York National Grocer, 
in a dialogue upon advertising between 
a grocer and a traveling salesman, 
scores the following points not, 
perhaps, sufficiently considered by the 
general public : 

Have you ever estimated the probable cost 
of your $1 per year weekly or your daily 
penny paper? If there were no advertisers 
your town weekly would cost you not less 
than $5 per year, and your daily penny paper 
would have to charge something like ten 
cents per copy, and their circulation would 
naturally decrease in proportion as the price 
of production was advanced. Reflect on the 
army of employees who are enlisted in the 
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service of these publishers, or, more correctly 
speaking, the advertisers, The thousands of 
compositors, hundreds of paper makers, 
pressmen, mechauics, roller and ink makers, 
proofreaders and innumerable others who 
would be ingloriously discharged if the enter- 
rising advertiser suddenly concluded to quit 
business, k at the great periodicals. 
How could they afford to engage in their 
service our monarchs of literature, our scien- 
tific savants and our talented artists were it 
not for the advertisers? There would be 
much less talent of this kind were there no 
demand for it in dollarsand cents— no impetus, 
no inducement. The public secures the ben- 
efits, experience and skill of all this high- 
priced intellectual aggregation by merely 
paying the cost of white paper and postage 
at pound rates, Scarcely a magazine or 
newspaper could be issued in this whole 
country for anything near the present prices 
were it not for our and others’ money being— 
as you term it—** thrown away.” 

The entire public are benefited, whether 
they purchase these heavily advertised goods 
or not; especially so in the smaller cities. 


AN UNAPPRECIATIVE CRITIC. 


Heywoop Boot anp SuHos Co., 
Worcester, Mass., Oct, 11, 1894. 
Editor of Printers’ Ink: 

Printers’ INK is altogether too good look- 
ing a paper to be marred by any such cuts as 
these I inclose. 

Please don't do it again. 

Truly yours, Frank E, Heywoop, 


PRINTERS’ INK pays for the highest 
artistic talent. If better artists live, 
which is doubted, contributions from 
them will be duly considered. 


THE POSTER OF BILLS. 


We take it that in the matter of plain in- 
dustry the billposter stands alone, with no 
man worthy to be second, The billposter is 
busy the year round, and rejoices in leap 
years; but he seems to make an especially 
violent effort at about this season. He sleeps 
a little, we fancy, at other times, but now he 
scorns any such display of weakness, and 
sticks bills through the long night as well as 
throuch the hurrying day. It is not likely 
that he wants to sleep. A building might 
burn down somewhere, and if he were asleep 
he would not get the hot ard tottering walls 
covered with posters in time to catch the eye 
of the man running to get the 5 a, m. train. 
If he were at home in bed he could not crowd 
through the fire lines and post bills on the top 
story while the firemen were fighting the 
flames on thefloor below. He loves to be out 
on the street at night, when, should he dis- 
cover a fire, he can bill the front of the build- 
ing and then turn in an alarm, 

If the spirit of restless industry which per- 
vades the ranks of the billposters could be 
made to permeate the rest of the community, 
who dare say how muci: it would add to the 
national wealth? If, for instance, the bill- 
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sting zeal could take hold upon the messenger 

y, the change which would be wrought in 
the social and business world is scarcely con- 
ceivable. There appears to be no danger that 
the idea of the messenger boy will infect the 
billposter, Fire nor water nor night nor 
storm nor policeman can stop him, The only 
thing which ever gives him pause is the 
dreaded and hated sign of Post no Bills, 

It must not be supposed by the unobserving 
that pasting up the gigantic bills which cover 
fences and sides of houses is the billposter’s 
only work, These, to be sure, are his great 
works, the ones which call forth his genius; 
but his long, steady, untiring, day-in-and-day- 
out labors are directed at the humble ash can. 
The pile of bricks, the dry goods box, the 
new building, all attract him, but none of 
them give him that pure tranquil joy which he 
feels when a new ash can swims into his 
ken, He loves to bill and rebillan ash barrel, 
every morning a new bill, whether or not the 
old one has been damaged, till the barrel is 
padded with paste and paper, upholstered in 
bills, takes on an obese aspect, becomes broader 
than it is long, and looksas it it were wearing 
extremely pronounced crinoline. But it is 
when rival billstickers descend upon the ash 
cans of a given street, one detachment waiting 
around the corner till the other has affixed its 
loathed bills, and then swooping around and 
sticking its own over the others with a slap of 
wet brushes and a swirl of paste around each 
like red fire around a pin-wheel—then it is 
that an ash can grows a bark like a cork tree. 

Is it possible that billposters, paradoxical as 
it seems at first sight, are messenger boys of a 
larger growth? that all of the vast oceans of 
energy conserved and stored up while in the 
larva state of messenger boy burst forth in 
riotous profusion in the perfect condition of 
billposter? There are whole intellectual res- 
taurants of food for thought in this idea ; but 
we leave it to some professional essayist.— 
Harper's Weekly. 





A Safeguard for Publishers. 


THE OLD, RELIABLE 


PUBLISHERS’ 
COLLECTION AGENCY 


BUILDERS’ EXCHANGE, St. Paul, Minn. 
EXCELSIOR BLDG., Pittsburgh, Pa. 








The only AGENCY in America confining 
itself exclusively to newspaper collections. 
TWO THOUSAND (2000) PUBLISHERS 
INDORSE IT. 

WE ALSO REFER TO 
MINNESOTA SAVINGS BANK, St. Paul,¥inn. 

ADAMS EXPRESS CoO., St. Paul, Minn. 
COLUMBIA NAT’L BANK, Pittsburgh, Pa. 
BRADSTREET MERCANTILE AGENCY. 


Write for terms, Testimonials and Blanks 
to make your accounts out upon. 


=" We are the people to tie with if you 
want ready cash. 
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Advertisers who want full page advertisements 
illustrated and inserted in papers of large issue at 
favorable rates are invited to communicate with 
Peter Dougan, Manager Printers’ INK Advertising 
Bureau, 10 Spruce Street, New York. 

The above fac-simile, from a page of the Buffalo 
Evening Times, illustrates what I have in view. 
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If in any city there should be published a 
well-established paper known to be thoroughly 
read by those seeking work and those seeking 
workers, a want advertisement in its columns 
would have a special value as a work-getter or 
a help-getter. Printers’ INK holds towards ad- 
vertisers and publishers of advertising mediums 
an exactly similar position. Its circulation of 
over 21,000 copies goes among men who pay 
for advertising and who place advertising. 
These men all read it from first page to last. 
Publishers desiring to increase the amount of ad- 
vertising carried by their papers can find no 
other medium which will so generally introduce 
their publications to the men who control the 
purchase of advertising space. 

Quarter, half and whole pages in PRINTERS 
INK are at the rate of $100 a page a time. 
Smaller advertisements are at the rate of 50 
cents a line, or 25 cents if classified without 
display type. 


Written by 
JOHN CUTLER, 
Newton, Mass, 
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The Evening Post 


of San Francisco, 


sends young men and women to the 
best educational institutions of Cali- 
fornia every year, free, as premiums 


for lists of new subscribers 


This is One Reason 


why THE POST has the largest 
circulation of San Francisco's 


evening papers 


The Other Reason 


is that THE POST prints all the 
news of the day on the day it 


occurs 


The parents and friends of all con- 
testants for our scholarships and a 
majority of the families of San Fran- 
cisco, besides, read THE POST : 


New York Office, 
RHINELANDER BUILDING, 


HUGH HUME, Proprietor. 


i) OF. P. BALDWIN, Business Manager. 
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ROSTOR EVENING RECORD. FRIDAY. OCTOBER 5. 1804 
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Sasa: We Costs a Little More. but — the Quality !! 





Your Husband Works 


hard, comes home all tired gut, 
eats his meals quick, and dys- 
pepsia is killing him. Take care 
of him. Keep 


King’s Bohemian Beer 


on the table. It creates a healthy 
appetite, kills dyspepsia ahd 
builds up human endurance-- 
life. Order it of your grocer or 
dealers anywhere, or Continen- 
tal Brewery, Roxbury. 


Sec 











The advertiser who wishes advertisements sim- 
ilar to the above, and is willing to pay the price 


that they will cost ; 


The publisher who wishes advertisements sim- 
ilar to the above, and is willing to accept the price 


that they are worth, 


MAY ADDRESS 


PETER DOUGAN, Manager Printers’ Ink Advertising Bureau, 
NO. 10 SPRUCE STREET, NEW YORK. 
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Proves Its 


Circulation. 





In January, 
{ Bates & Morse 
Advertising Agency 


Found the average circulation for one 
year to have n 


349,142 Copies per Issue. 


After a thorough inspection of your 
Post-Office Receipts, Printers’, Binders? 
and Paper Dealers’ Bills, and an exami- 
nation of your Subscription Lists, Let- 
ters, etc., we find the average oo 
of THE Lapis’ Wort for the 
months to be 349,142 copies per issue. “i 
this circulation being paid except a 
small portion of one number. 

Bates & MORSE ADVERTISING AGENCY. 





In May, 
Rowell’s 
American Newspaper Directory 


Credited THe LADIES’ WorLD with hav- 
ing the largest circulation (with 
one exception) of any household pub- 
lication in America. 


Under date of August 23d The Journal 
Advertising Agency states that it consid- 
ers it (THE LaDIEs’ WORLD) to be one of 
the very best advertising mediums in 
the country. 





In June, 
Dodd’s 
Advertising Agency 
Found an average circulation of 


365,416 Copies per Issue. 


After a thorough investigation of your 
Printers’, Binders’ and Paper alers’ 
Bills, and also Post-Office Receipts, and a 
careful examination of your ubscrip- 
tion Lists, Letters, etc., we find the aver- 
age circulation ot THe L LapIEs’ WorRLD 
from December, ’93, to May, 94, to be 
365,416 copies per issue. 

Dopp’s ADVERTISING AGENCY. 





In September, 
Chas. H. Fuller’s 
Advertising Agency 


Certified to an average circulation for 
one year of 


375,125 Copies per Issue. 


After having carefully examined your 
Subscription Lists, Printers’ Bills, Pa 





Bills and other evidences of circulation 
of THE Lapi«cs’ Wor.LD for the last 12 
months, including September,’94, we find 
that the average circulation wg this 
period was 375,125 copies per iss 

CuHas. H. FULLER’S ADVERTISING. AGENCY. 





In September, 


Lord & Thomas 


a 4 os they found the paid circula- 
f THE al WORLD to have 
peen 


375,125 Copies per Issue. 


Would you like to see how this ciroula- 
tion is Cirribated ont the country ? 

The 1 d to send 
you their panne bed map and an esti- 
mate on your advertisement. 








PRESENT 
CIRCULATION, 


400,000 Copies. 





S. H. MOORE & CO., Publishers, 


NEW YORK. 
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Mr. William Johnston has had so much success in 
selling Inks to Printers for cash that I have now 
decided to try my hand at selling advertising space 
for cash. What I sell is bold advertisements to 


appear once in papers of great issue. 
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Those who write and don’t send copy will not 
get much attention from me. I mean business and 
keep a waste basket for communications that have 
no business in them. 


If interested, address Peter Dougan, Manager of PRINTERS’ 


Ink Advertising Bureau, ro Spruce Street, New York, 
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ESTABLISHED 1842. 


THE PITTSBURGH POST. 


Daily, Sunday, Semi-Weekly. 


a4 \ + 4 eS 


Detailed Statement of Circulation, 
SepremBeR, 1894. 


Dare. DAILY EDITION. as SUNDAY EDITION. 
) Sep. 
S 3 


Sep., ist week 
we od rf 


130,238 § 
SEMI-WEEKLY EDITION. 


Sep., ist week } 





JUST FOUR FACTS 


demonstrate the value of THE PITTSBURGH POST 
as an advertising medium. 
First—It is the only Democratic paper in Pittsburgh. 
Second—It is the leading Democratic paper in Pennsylvania. 
Third—It has no rival in Western Pennsylvania, Eastern 
Ohio and West Virginia. 
Fourth—Iit circulates in 125 Counties in the three States 
named, among a class who buy largely, and whom 
shrewd advertisers love to cultivate. 





New York Office: 85 Tribune Building, 
N. M. SHEFFIELD, Agent. 
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SOME COLD 
MATHEMATICAL FACTS. 





The St. Louis 
__- Chronicle 


‘*Gives advertisers better results 
and more for their money than any 
paper in St. Louis.” 


That’s what those who use it say. 


Circulation 80,000 Daily. 











The above advertisement occupies exactly two inches space. 
The St. Louis Chronicle circulates not less than 80,000 Daily. 
If inserted in one daily issue of the Chronicle it would be 
printed 80,000 times and consume 320,000 square inches of 
white paper. If this little advertisement was cut out of the 
80,000 Chronicles and pasted together it would make a con- 


tinuous strip of paper 160,000 inches or over 2% miles in 
length. 


THINK OF IT. Over 2% Miles 


of continuous Advertising in one ‘issue of the St. Louis 
CHRONICLE for the price of 2 inches. The larger the space 
the longer the reach. 


GET YOUR AD IN THE CHRONICLE. 


All the people read it and will see it. 


E. T. PERRY, Tribune Bidg., New York, 
Sells space and furnishes quotations. 
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ANY 
COLOR 
YOU 
WANT! 


éX~. 
= BEST IN THE WORLD = Q 


JOB INKS * 


Four Quarter-pound Cans for One Dollar, best 
Job Blacks or any color wanted : 





EXCEPT CARMINE, BRONZE RED, VIOLET, 
PURPLE AND FIVE-DOLLAR BLACK. FOR 
FOUR QUARTER-POUND CANS OF THESE 
SEND TWO DOLLARS. 





For half-pound cans send double the price. 
For one-pound cans multiply the price by four. / 
For more cans and more colors send more money. ff 
For bigger cans send a BIGGER CHECK. 4 
Address WM. JOHNSTON, 
Manager Printers’ Ink Press, 


—, 0 Spruce St., N.Y. 
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Everybody who buys ink of me for the first 
time seems to want to hide the fact. 


Below are extracts from sample orders: 


Send immediately one barrel of ink UNMARKED. 


If it is possible, I desire that the barrel shall come through WITHOUT 
ANY MARKS indicating what house shipped it. 4 


Please be careful to forward the ink in new barrels, WITHOUT ANY 


MARKS on the barrels to indicate who they are from. 





The fact is I do send all my inks in 


New PAcKAGES, 





and UNMARKED. 
JOB INKS I sell in %-lb. cans. 


four cans for $1. 


POSTER INK (any color),in 5-lb. cans, for $1 a 


can. 


Selected colors, 


NEWS INK.—I sell 500 lbs. for $20, 100 Ibs. for 
$5, 25 lbs. for $1.50. 


Send order (with check) to 


WM. JOHNSTON, Manacer Painters’ Ink Press, 
10 SPRUCE ST., NEW YORK. 





A man must be wealthy who, in these times, consents to pay from eight to twenty- 
five cents a pound for news ink when he can buy a better article of me for four cents— 
and buys carmine at two dollars an ounce when I will sell him four ounces of the identical 
stuff for fifty cents, and other Job Inks in proportion, 
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W- SELL STREET CAR ADVERTISING — NOT 
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THE ADVERTISING AND THE CUSTOMERS 





TOO—JUST THE ADVERTISING. - > - 





WE DON’T DEAL IN JOB LOTS. WE 





BELIEVE IN THE ‘‘*KEEPING EVERLAST- 





INGLY AT IT’’ IDEA, AND WE SELL - 





CARLETON & KISSAM, 


«STREET CAR 
ADVERTISING» 


Boston. 3 New York. 





9,000 FULL-TIME CARS. 
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For the 
Coming 
Campaign. 


The wisest and most experienced advertisers will 














set aside for the West the lion’s share of their advertising 





appropriation. 


In doing this, they will also destine a goodly pro- 





portion for the lists of the C. N. U. 





To those who have used our lists we need not 





appeal. Their increased returns are their surest re- 





minder. 


It is to those who have not yet tried what our 





columns will bring that we now say: “Let us show 





you what we can do for you.” 





For estimates and catalogue, address 





Chicago Newspaper Union, 


93 S. Jefferson Street, 10 Spruce Street, 
CHICAGO, ILL. NEW YORK. 
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CLEVELAND PRESS 
over 10,000 sai: 


Has more Advertisers than all 
the other papers in Cleve- 
land combined. 


Cc. J. BILLSON, 
86 & 87 Tribune Building, 
NEW YORK. 


= 
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KNOCKS ’EM ALL OUT. 





Sweeps everything before it and pushes dollars into the pocketsof prudent 
advertisers. Have you anything for the flush folks of the Go-den West? 
Do you want to whisper your story through a medium that inspires confi- 
dence? If so, of course you're looking for the 


DENVER REPUBLICAN. 


Daily, 19,401. Sunday, 26,322. 


Ilas more weight with Colorado people than all other mediums lumped 
together. 


Tribune Bidg., New York. S. Cc. BECKWITH, The Rookery, Chicago. 
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The Philadelphia Item 


THROUGH THE 


EYES OF OTHER PEOPLE! 
aa #7 a P= setae Extends all over 


nited States.”—Letter to the Item from Kuser & Co., Fur- 
niture Dealers, gog Callowhill St., Phila. 


‘I would further state that I have given up advertising in all other 
popes but yours, not finding it profitable, while 1 COULD NOT 
ARE THE ITEM AT ANY PRICE.”—Letter to the Item 
from Louis Sichel, Mattresses and Bedding, 1104 So. 2nd St., Phila. 








‘* T have constantly advertised in all the Philadelphia rs, and I 
have got more pupils from the Item than ALL OTHER PA- 
PERS COMBIN D.”—Letter to the Item from George F. Mayo, 
Champion Banjoist and Dancer. 


We will not 
WORRY YOUR EYES 





by giving 1000 additional testimonials like those already quoted, all 
praising the value of THE ITEM as an advertising medium in 
THE HIGHEST TERMS. 





THE REASON! 


The Item—Daily Issue, = 190,000 
The Item—Sunday Issue, - 215,000 
The Item—Weekly Issue, = 65,000 


Five (5) Hoe Quadruple Presses! 

Fifteen (15) Mergenthaler Type-setting Machines! 

Forty-one (41) olesale Rapid Delivery Wagons, from 
a $50,000 Stable! 


All OWNED by THE PHILADELPHIA ITEM. 
S. C. BECKWITH, 


Sole Agent Foreign Advertising, 
48 Tribune Building, New York. 
469 ‘* The Rookery,’’ Chicago. 
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ask 
and hints for the bettermen’ 
ideas—this is the retail branch 


ADVERTISING FOR RETAILERS. 
Edited by Charles Austin ‘Bates. 


Retail merchants are invited to send advertisements for criticism and 
uestions about ferment 3 pee to retail advertising ; ; to send a experiences 
of this department. INTERS’ 


ion ; to 


PR iNK is a clearing-house for 
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Chas. G. Kline, of Harriman, 
Tenn., displays an amount of brains 
and enterprise in his advertising which 
might well be emulated by druggists 
in larger cities. 

Once before I have had occasion to 
note some of his advertising efforts, 
and now I think this advertisement of 
shaving brushes is one of the very 
best ads I have seen this year. 





Gentlemen 


who shave... 


appreciate the comfort of a 
good lather brush. We have 
a fine line of good brushes, a 
few bad ones, and some indif- 
ferent. fe trade with us, 
the ind of brush you get de- 
pends on the amount you are 
willing to pay. Come in. 

CHARLES QG. KLINE, 

— Tue Druacisr. 
. Our facilities for filling prescriptions 
are of the best. Extreme care is taken 


t» do it properly and to use only: purest 
drugs. ; 





In his letter to me Mr. Kline says: 
‘*T have the best space in the paper, 
top of column first page next to locals, 
I furnish my copy to a job printer, 
who sets it up and takes it to the 
paper ready for use,” He says fur- 
ther: ‘*I want to learn how to make 
good advertisements.” 

He has already learned. I do not 
mean to say there is nothing left for 
him to learn, because it is impossible 
to know all there is about advertising. 
Mr. Kline is doing the very best ad- 
vertising that he could do for his store 
in his town. He uses two inches 
single column space and uses it well. 
With the display it has, the position 
and the care in preparation, this two- 
inch space is better than nine-tenths of 
the quarter-page ads in local newspa- 
pers—better because it will accomplish 
more good results—because it will 
bring more business to Mr. Kline’s 
drug store. 

There is only one addition that I 





would make to this advertisement, and 
that is the mention of a price or two. 
He could end the ad by saying that 
very good, serviceable camel’s hair 
brushes of medium size would cost a 
dollar or seventy-five cents, or what- 
ever he happens to sell them for. 

I have been told that my judgment 
was a little bit ‘‘ warped” on the ques- 
tion of prices, but I do not think so. 
My own experience has demonstrated 
so often that prices are the very best 
things that can be put into an advertise- 
ment, that I have come to believe that 
an advertisement published without a 
price of some kind, fails to reach its 
highest effectiveness. 

Whenever anything is being adver- 
tised upon which there is a fixed price, 
it is almost imperative that the price 
should be given. I noted a possible 
exception of this rule the other day. 

A certain magazine advertiser was 
preparing copy for an advertisement 
which was intended to bring inquiries 
for a catalogue. He has been in the 
habit of advertising his goods with 
prices in every advertisement. In this 
case the space was limited, and in 
order to get the price in, one sentence 
about the catalogue would have had to 
be left out. I recommended leaving 
out the price of the goods _be- 
cause it was not the goods that were 
being advertised, but the catalogue. 
The catalogue was expected to make 
the sales after it reached its destina- 
tion, and the catalogue was full of 
prices. +e 

Smith, Gray & Co. are enterprising 
advertisers in New York and Brooklyn 
papers. Their ads resemble those of 
Rogers, Peet & Co., or else Rogers, 
Peet & Co.’s ads resemble theirs. I 
don’t know which it is. It doesn’t 
matter much anyway. 

This is one of Smith, Gray & Co.'s 
latest, and it is really refreshing read- 
ing. The last line is a little bit un- 
expected. The advertisement would 
have been complete without it. It is 
written as if it was an after-thought, 








718 


and serves in much the same way as a 
cracker on a whip. It ends the ad 


Blockitt keeps a hat store. Sells nothing 
but hats. Pays his rent, gas bills, advertising 
bils—sends the young Blockitts to college, all 
with the profits on hats. 

Sockitt keeps a furnishing goods store, Se!ls 
nothing else. Store rent, house rent, butcher, 
baker, cocktail shaker—all have to be paid out 
of the profits on furnishing goods. 

Frockitt, Merchant Tailor, lives well on the 
profits of clothing made 'o order. 

Russitt keeps “‘ well-hecled’’ on the profits 
of his shoe business. 

We have aslarve a stock of hatsas Blockitt. 
We sell as many furnishing goods as Sockitt, 
We make as many clothes to order as Frock- 
itt. We sell as many shoes as Russitt. And 
we combine all four with a Ready-to-wear 
Clothing business large enough in itself to 
pay all our expenses and a good sight more. 

ie we monopolists? No! 

We're simply Clothiers, in al] that the 
word implies. If people prefer to buy their 

ats, Furnishings and Shoes—as well as 
Clothing—of us, it’s because they have found 
it profitable to do so. 

“here's no sentiment in business. 





with a little decided snap that makes 
all of it very much better. 
* * 
* 

Argentine Republic seems to be a 
long way off. It isone of those places 
that one hears about with a sort of 
vague incredulity. I have seen it on 
the map, so I am reasonably certain 
that down there some place at the 
south end of South America there is 
such a place. I believe it in much the 
same way that I believe that Mars 1s 
inhabited, and yet here is a man who 
writes from there saying that he is an 
interested reader of this department. 

Mr. Calder’s advertisements show 
very distinctly that he has been a 
reader of ‘* The Little Schoolmaster,” 
and that he has profited thereby. He 
is evidently an admirer of Mr. Jed 
Scarboro, as one of his advertisements 
contains this sentence: ‘‘ Pithy para- 
graphs properly placed in public papers 
preserve many a large business.” In 
another one he says: ‘‘ Windy, wet, 
winter weather makes welcome Walk- 
er’s whiskey.” A little contradictory 
seems this little quatrain : 


* For whichever way thou turn, 
Thou will find upon the whole, 
Those who advertise in earnest, 
Soonest reach the wished-for goal.” 


J. Carper y Cra, } 
Comisionistas, | 
CASILLA DE Correo 1399. 
Argentine Republic, South America. 
Buenos Aires, 6th Sept., 1894. } 


Mr. Charles Austin Bates: 


I have been a subscriber to your valuable 
little paper for a year, and have had much 


PRINTERS’ INK. 


pleasure and satisfaction in the perusal of its 
pages. Some of the copies have not come to 
hand. Iam short about half a dozen on the 
year, but, considering the distance of travel 
and the number of hands they must 
through before reaching me, the record of de- 
livery is not bad, I am astudent of your arti- 
cles, **Advertising for Retailers,"’ and inclose 
some of my productions, the result of study- 
ing your advice, and although | cannot claim 
them to be completely original, yet I take the 
liberty to inclose them for your inspection. 

I desire to renew my subscription, and there- 
fore inclose you a bank draft on London for 
4&« (one pound sterling). Kindly credit me 
with this and write me paid up as far as the 
proceeds of that will go. I wish I had some 
facilities for getting some of the knick-knacks 
advertised in PxinrExs’ Ink, but I don’t see 
how I can manave it, as the means of remit- 
ting small sums to your country from here are 
not convenient. 

Thanking you in anticipation fer your at- 
tention to this letter, and requesting you to 
note change of address, | am, dear sir, 

Yours faithful y, 


Ss 


J. Carper. 


* * 
+ 


This advertisement from a Toledo 
paper seems to me to be all that a good 
ad ought tobe. There isn’t much dis- 
play about it, and yet it is well dis- 
played. It tells a plain story very 
plainly, and tells all there is to tell. It 
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$15 


IT HAS ALWAYS PAID US 
TO LOOK OUT FOR OUR 
CUSTOMERS’ INTERESTS. 


That is one of the reasons why our 
sales keep increasing day by day. 

We are selling more light and medium 
weight overcoats this season than ever 
before. Llama Thibets are the favorites 
—stylish all over, not affected, but with 
that easy grace that we've been nearly 
fifteen years perfecting. 

The cloth woven from long fleecy 
wool that needs but little dyeing—it 
can’t fade. Farmer’s satin and fine 
serge linings—made in the-best ible 
manner. Medium and extreme aetiies 
The price, $15. They are worth $25— 
exclusive tailors will ask $30 for coats 
made from the same material. Look at 
them yourself and decide the worth. 


MOCKETT 


218-215-217 SUMMIT. 





LLAMA THIBET 
OVERCOATS. 














gives the exact price and tells exactly 
what is going to be given for that 
rice. I think there is hardly a possi- 
bility that this advertisement was not 
a paying one. It is about as much 
better than the ordinary advertise- 
ments as they are better than none, 
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For Clothing—( By J. Frank Hawkins). 


We Give 
You Nothing 
For Your Money 


except your money’s worth. Are 
you are not satisfied to be sure of 
that? We do not advertise the 
fact (?) that we are selling clothing 
at sixty cents on the dollar, as we 
make a reasonable profit on every 
article we sell. Now and then we 
have exceptional opportunities to 
buy cheaply ; an instance of which 
= be found in those stylish frock 
and cutaway suits 

we are pr at $1 2. “Be 
It costs you nothing to examine— 
you don’t have to purchase. 


COAT AND VEST. 

















Kor a Men's Furnisher—(By Jos. B. Mills). 
Our Days 


Are Numbered. 


DAY No. 1 (Monday, Oct. 24th). 
Special sale of soc. Neckwear at 34c. 


DAY No. 2 ( Wednesday, Oct, 26th). 
Special sale of 4-ply Collars and Cuffs, 
“Eagle” Brand (you know how they 
wear) Cuffs, roc. a pair; Collars, 3 for 
25c. 

DAY No. 3 (Friday, Oct. 28th). 
Special sale of unlaundried Shirts— best 
to be had—all sizes—at s5c. each. 


This “ THREE-DAY SPECIAL SALE” 
inaugurates a system which we hope to keep 
in operation during the Fall and Winter Sea- 
son, at the same time offering to our patrons 
opportunities for purchase of A No. 1 goods at 
remarkably low figures. 

BROWN, 


Tue Gents’ OutFiTTerR. 


For Coal-+ By J. Frank Hawkius). i 
QOCCGSSOOOROOSO0S0G008 


2 YOU ARE 
BURNING MONEY. 


This is an actual fact, wild as 
the statement may seem, if 
you do not purchase your’cval 
of us. We sell the best grades 


at 
$4.50 se s@ @ 

elsewhere the price is 
$5.50 .... 

thus the saving is 
> ae 

Are you burning that 


Dollar ? 
YARD & CO. 


r) 
5 
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For Shoes. 


A PRETTY FOOT 


can be made to look ugly—can be 
spoiled—by ill-fitting shoes, On 
the other hand, a shapely, stylish 
shoe will make even an ugly foot 
presentable, 

The Ladies’ Shoes we sell at $— 
and $—are perfect in fit and finish. 
They wear well and hold their shape. 





For Groceries—(By Geo. V. Johnson). 
Don’t 
Be Afraid 
To Send the Children 


when you want anything 
in groceries from our 
store. They will be wait- 
ed upon just as promptly 
and just as carefully as 
you would if you came 
ourself. They will get 
just as much for the 
money. 


os os 





For Furniture. 


A Bridal # 
Chamber 


can be handsomely furnished at ¢ 
little cost this week, The differ- ¢ 
ence between these prices and ¢ 
what you’d usually have to pay ¢ 
will go far toward furnishing ¢ 
another room, « 

Come and see the goods, and ¢ 


then you will ste how much you 
save. ‘ 


For Drugs. 








THE 
PRESCRIPTION 
CLERK sem 


Has to keep his wits about him, re- 
member a thousand and one things ; 
must be error-proof, careful and 
painstaking. If he does not possess 
all these virtues and numerous 
4 others, he has missed his vocation, 
ge And this is as it should be, as he 
oftimes balances 


LIFE AND DEATH 


In his hands. None but competent 
pharmacists are allowed to prepare 
prescriptions for us, and we are not 
satisfied with that. No matter how 
simple the prescription may be, 
each ingredient and amount has to 
be checked with another clerk, thus 
insuring accuracy, Then, as we use 
only the highest grade of drugs, we 
feel justified in soliciting your pat- 
ronage, 


° 


: 
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Ente e 


Suruty directed, 

discovers business 

possibilities in every 

corner of the country. The 

same amount of light, diffused 

without distinct design, with- 

out the powerful reflector that 

experience furnishes, without 

judicious concentration, often 

fails to pierce the business dark- 

ness far enough to find the exact focus, 

which, when found, produces beautiful, 
pleasing and profitable effects. 
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Dad 


Seekers after light are invited to cor- 
respond with 


The Geo. P. Rowell Adv. Co. 


10 SPRUCE ST., NEW YORK. 
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